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RADIO ai VISION 



EDWARD RETRY & CO., INC. 



THE OniGINAL STATION REPRESENTATIVE 



:w YORK • CHICAGO ATLANTA • BOSTON • DALLAS 
TROIT • LOS ANGELES • SAN FRANCISCO • ST. LOUlj 



Selling cars or automotive products? Now's the time to 
talk to your best prospects. Reach and sell them when 
they are most receptive to your message. Use Spot 
Radio's unique mobility on these outstanding stations. 



KGB Albuquerque 

WSB Atlanta 

WGR Buffalo 

WGN Chicago 

WDOK Cleveland 

WFAA Dallas Ft. Worth 

KBTR Denver 

KDAL DuluthSuperior 

KPRC Houston 

WDAF Kansas City 

KARK Little Rock 

KLAC Los Angeles 

WINZ Miami 

KSTP . . Minneapolis-St. Paul 



WTAR Norfolk-Newport News 

KFAB Omaha 

KPOJ Portland 

WRNL Richmond 

WROC Rochester 

KCRA Sacramento 

KALL Salt Lake City 

WOAI San Antonio 

KFMB San Diego 

KYA . San Francisco 

KMA Shenandoah 

KREM Spokane 

WGTO Tampa-Lakeland Orlando 

KVOO Tulsa 



Intermountain Network 





"Carrol/... if really works!" WFMY-TV's Women's 
Director and her friend discover there's plenty of life . . . 
and water. . . left in the old pump yet, one of the many 
picturesque tourist attractions in the Moravian settlement 
of Old Salem, located near the center of modern Winston- 
Salem. From this early-day village, founded almost two 
centuries ago, came the beginning for today's vibrant 
Winston-Salem, North Carolina's third largest city and the 
world's largest producer of tobacco products, with a record 
10 year payroll increase of 147%. WFMY-TV is now in 
its 14th year of bringing CBS and aggressive local program- 
ming to the Winston-Salem, Greensboro and High Point 
area, the largest metropolitan TV market in the Carolinas 
and the heart of our 51 county coverage area. WFMY-TV 
. . . it really works, too. 




Represented nationally by Harrington, Righter & Parsons. Inc. 
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GREENSBORO, N. C. 

"Now In Our T4th Vear Of Service" 
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Which station do you FIRST 
tune to for the news? 

WASHINGTON 



W WDC 20.7% 

Station A 17.7% 

Station B 17.4% 

Station C . . . . .12.2% 

Station D 9.3% 

Station E S.O% 

^Based on completed interviews in 2,598 
homes, Sept. 9 to 20, 1962. Additional 
demographic material available. Contact 
WWDC or your John Blair man. 

WWDG 

WASHINGTON, D.C. 

represented nationally by John Blair Co. 

THE DOIVIINANT VIEWTN 
THE NATIONS LARGEST 




The Scranton-Wilkes Barre market . . . Third 
largest in the Third Largest State . . , from the 
area's highest tower, WDAU's dominant position 
is established beyond all doubt. 

It's a fact . . . when you buy WDAU-TV, you 
buy consistent ARB leadership and extraordi- 
nary coverage that includes the world's largest 
Community Antenna (Cable) Television coverage 
of 130,000 homes as a plus. 

But there's more to a WDAU-TV buy ... a 
feeling of community acceptance ... for WDAU- 
TV represents the pulse of Central and North- 
eastern Pennsylvania community life. 

(uuau® 

scranton-wiiKes barre 

and WGBI represented byH-R 



'SPONSOR 



18 MARCH 1963 



Vol. 17 No. 11 



Sponsor-Week Xm's 



P. 11 



Top of the News pp. 11, 12, 14 / Advertisers p. 52 / Agencies p. 54 / 
Tv Stations p. 60 / Radio Stations p. 59 / Film p. 64 / Fm p. 63 / 
Representatives p. 63 / Networks p. 55 

Sponsor-Scope , Behind the nexfs P. 19 

Data Digest Cost of daytime tx' decJiues P. 16 

Key Stories 

UHF: A STATUS REPORT / After ten rocky years, ulif operators are 
lookini; for better days, lint tlicy don't e.Npect imicli help from the 
new "all-c li.iiinel" lej^islati<ni. p_ 25 

MORE REALISTIC GALS FOR COMMERCIALS / Household product 
lilies show more housewives that look like housewives. The heels, ear- 
lings and femnies fiilnle are out. p_ 28 

RADIO BOOSTS NEW ENGLAND'S 'CHILD-MILD' WEENIE / WKZ, 
Koston. jinj^le changed tasle and fancies in liot clog ronsuni|>tion, par- 
ticularly among small fry. p_ 30 

PROFILE OF A DAYTIME SOAP OPERA / I.ike many daytime serials, 
The Secret Slunii produces extraordinary viewer-loyalty to both sponsor 
and his product. P. 32 

SHARPSHOOTING FOR SELECT TARGET / Liberty Mutual insurance 
uses a sports show to sell general policies; also hits a smaller, high- 
grade audience for I>usiness coverage. P. 35 



Spot-Scope ^ Dexielofinients in tx' '^ radio sfjot P. 70 

Timebuyer's Corner / Inside the agencies p. 38 

Washington Week ' FCC, FTC, and Congress P. 49 



Departments 



Publisher's Letter p. 6 / Commercial Critique 
p. 42 / Radio/Tv Newsmakers p. 62 / Seller's 
Viewpoint p. 69 / 555 Fifth p. 8 / 4-Week 
Calendar p. 8 



SPONSOfl ® Combined vllh TV U.S. Radio ®. U.S.FU ®. EucuUt*. EdlUrUl. ClroiltUoo, 
«. Adrartlalni Offlcei: 55S FirUi At>.. New Tork 17. i\i MUrriy Hill 7-8080. lUdwnt Offloe: (12 N. 
' Mlckllu Are.. CkXttto 11. Sll-664-1166. BouUiem Offln: 3617 Elfhtb Are. Be., BtimlDfhul i, 
<W|I|{||N 20S-S23-6S2g. WmUfb OfflM: 601 CaliromU At>.. Su PrindllB 8. 41S TD I-NIS. Aa«l« 
' \i4llM7 * ■>''°'" 313-464-8089. Printing OIBce: 3110 Elm An.. Baltimore 11. Md. Subicriptloni: U. S. 88 • 
yur. Onxli 89 • je»r. Other cauntrlee 811 • je»r. SllKle coplet 40c. PTtntad U.S.A. PubUfbed 
* ' ' ireeklj. Second elui poiun paid at Baltimore. Md. © 1963 SPOKSOB PubllMtloa IM. 



4 



SPONSOR/18 MARCH 1963 



ADVENTURES 
IN PARADISE 
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THEATER 



udgement 



MICKEY MOUSE 
CLUB 



NEWS 



NITE MOVIE 



SPORTS 
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SURFSIDE 5 



B'WANA DON 



W®TV 



Judgement in programming makes WJW-TV Cleveland's most powerful selling 
vehicle. Top syndicated properties, as part of a balanced local programming 
concept and complimented by Channel 8's strong CBS affiliation are reasons 
why compared to the top 15 markets, WJW-TV Cleveland delivers up to twice 
the spot audience on a CPMH basis ... on Prime Shows. 

WJW-TV CBS IN CLEVELAND* 
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A 

profit-conscious 
promotion-oriented 
expansion-prone 




\vi^hin)^ H' iiK lease his simio ol llic 
iiiark<'t: cxcil a iiiorc Dvnainic In- 
fliieiin- upon iiis Ooiiiiiiuiiity; or liavo 
iiioic- lime lo dcNolc l<> ollirr pur- 
suits . . . 

. . . will I'mkI .MK to Im- iIk- icU-al Right 
(itid I^c-lt Anns in arliioviiig those- 
goals. 




your litteners will rave about the 
station'! Imaginative and Creative 
Programming Quality! 

Your advertisers will increase their 
budgets! 

Your competitors will complain and 
shout, "Unfair Competition!" 

You will have More Money, and Time 
to spend it! 




.\lv Programming, rrodnction. promo- 
tion an<l l'nl>li<ily backgroinul iMiahlcs 
inc lo 

DcM'lop 
I'rocUuc" 
I'lonioK' 

a most pioiitalilc piodiKt witliont ri'- 
(liiiing the station's clU'i (ivinios as a 
('.onnnunit\ Tcnic. 

My assets arc now a\ailal>lc to he 
a<l<l<-<l lo yoiiis. 

BOX 44 

SPONSOR 



A publisher's view of 
significant happenings in 
broadcast advertising 

H;ivc you visited 555 Fifth Avciuic lately? 
The spark and ciiiluisiasuis and occasionally wild ideas that 
filled us at our hegiiuiiiigs (in I O K)) and then settled down into 
a string of successful (relatively-(|iiiei) piddishing years are 
hack again. 'I"he lypewriiers pound harder. CofTee bieaks are 
siiorter. And a general attitude of "things are happening" per- 
meates the premises. Despite my rapidly graying temples I'm 
enjoying iliis tempo ol youth immensely. 

Some years ago I wrote '"One year in ihe liie of sponsor" and 
■"Our lirsi len ihon.saiid pages," iluis sharing the inside story ol 
SPONSOR with oiu" readers. Many of them told me how much 
they appreciated it. What's going on now makes an except ion- 
ally iiueresting chapter. 

Since the first of the year several things have happened 
rapidly. 

Howard Reed, a highly successlid pid)lisher of trade maga- 
zines in the radio and television technical fields, was appointed 
general manager — a new role at sponsor. 

Hob Grebe, after many years on the media side at Mutual, 
AHC. and TvH. joined us as editor. 

Charles Sinclair, who started with us way back in the gray 
mists of '46, and has since written media ranging from trade 
jomnals to movie and iv screens, is back with us as executive 
editor. 

In addition, Hernie I'latt, our executive vice president and 
niend)cr of all departmental plans boards, assumed personal 
supervision of contact and selling in our most important area. 
New York City. 

\Vc sat down to redefine our specific goals as the one and oidy 
magazine 100% designed to help advertisers and agencies use 
tv/radio advertising to maximum benefit. 

Things began humming. Fiesh emphasis was put on sponsor's 
kind of selective news. For the first time every editor was as- 
signed beats to cover in person. The back of the book has been 
strengthened. An every-week department on tv commercials and 
radio commercials has been added. .Articles have been made 
livelier, more human, more topical. Emphasis has been focused 
on practical helps to timebuycrs, accoinit executives, and ad 
managers on the job. The layout has been sharpened. Accuracy 
in leporting and analyzing of broadcast advertising news and 
events have been stressed. 

So the drive and excitement of the early days is back. We're 
all in iiigh gear. And what about the end product? 

That, dear leader, is easy to judge. Your latest copy of sponsor 
and succeeding issues will (piickly supply liie answer. 




'An inside report to 
SPONSOR'S readers 
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PUT ,' 
YOUR MONEY 
WHERE THE 
MOUTH ISl 



20% of the food distributed through 
Houston warehouses is consumed by 
families in Beaumont/Port Arthur/ 
Orange. If your spot television budget 
is based on wholesale distribution 
figures in Houston, you're missing 



one-fifth of the consumers. If you put 
your television dollars on any other 
station in the Beaumont/Port Arthur/ 
Orange market, you're missing 43% 
of the i 
viewers. 4kM 



Peters Griffin Woodward 



CBS 



KFDM-TV CHANNEL 6 
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"555/ FIFTH 



Letters to 
the Editor 



REFERRED TO FCC 

Thank yon for your editoriiil rip- 
peariiif^ in this week's isstic (1 
March) rcgarchng the V HK drop- 
in prol)leni. I think yon have ex- 
pressed the sitiiaiion well and 
I ii()|)c thai c\c'ry lucnihcr ol ihc 
Federal C^onnntinicnilons (ionniiis- 
sioii will ha\e an opporttinitv to 
see it. 

LESTER W. LINDLOW, executive director, Maxi- 
mum Service Telecasters, Inc. 



SEES INDUSTRY INDEBTED 
Congnuulations on the rxcepiion- 
ally fine article, "Food Brokers — 
Crass Roots Inlltiential" whith aj)- 
peared in the 25 Fehrunrv issue of 

SPONSOR. 

This article is of real service to 
everyone in the television imliis- 
tiy. Every station owner, manager, 
anil all others in the industry aie 
indebted to von for explaininsi the 



food broker s function in their mar- 
ket. 

JAMES GERITY, JR., president, Gerity Broad- 
casting Co., Flint, Mich. 

^'onr art i( le on food biokevs ("The 
l-'ood Broker — (Irass Roots lidlti- 
eiuial" 25 February is ex- 

cellent. \V\XT wonki like all 
brokers in the |acksonville area to 
have a cO[)y. I'lease have 50 re- 
prints .stilt to my attention. 
TOM W. MAHAFFEY, advertising promotion di- 
rector, WJXT, Jacksonville, Fla. 

\\n\r 25 February issue with its 
feat lire story on food brokers 
("Fooil Brokers — Grass Roots lii- 
llnential") makes interesting read- 
ing. I hope this will help in bring- 
ing about a (loser working rela- 
tionship between food brokers and 
advertising agencies, and all media 
groups. 

WATSON ROGERS, president, National Food 
Brokers Assn., Washington. 



WESTERNERS APPRECIATIVE 

1 appreciate your story on the Den- 
ver market ("Denver: the New 
Mecca of the West," 18 February 
l!)().S), also the good treatment the 
West is getting in your fine maga- 
zine. 

CHAS. W. COLLIER, Advertising Assn. of the 
West, San Francisco. 



BIG REPS, SMALL AGENCIES 
I read with interest the (oinmeiits 
by Metlis R: I.cbow ("Big reps 
hinder sniall ageiuies") in your 4 
Mardi issue on [)agc 51. 

As a representative of a national 
television "rep" firm, I agree that 
Metlis & I.ebow woidd find it diffi- 
cult to reteive proper service. This 
agency has [jrobably dis(overed 
that the service it rc(civcs is in di- 
rect [proportion to the interest and 
budgets it has available for nation- 
al sjjot sdiediiles. Perhaps some of 
the 150 a(ti\e television agent ies 
in Xew York, many of them with 
fewer accounts, lia\e the same com- 
plaints. Television rejjresentatives, 
however, do business with all 150 
and hear of their ])rol)leins directly. 
ARTHUR C. ELLIOT, vice president, Harrington, 
Righter & Parsons, New York. 



'4-WEEK CALENDAR 



MARCH 

Electronics Industries Assn. Spring; 

Coiifciciuc, Hilton Hotel. CliiCago, 
19-22. 

National Educational Television and Ra- 
dio Center .■spring meeting of program 
managers and station managers of 
affiliated non-commercial educational 
tv stations. Park Sheraton Hotel, 
New York, 20 22. 

International Radio and Television Soci- 
ety, 23rd anniversary lianqiiet, W'a]- 
dorf-Asloiia Hotel, New York, 6 
Spring timebuying and selling sem- 
inar, CBS Radio, New York, succes- 
sive Mondays except for one Tues- 
day session 19 March. Second an- 
imal Collegiate broadcasters Confer- 
ence, Park Sheraton Hotel, New 
York, 21-22. 

Intercollegiate Broadcasting System, 2tih 
annual convention. New York Uni- 
versity, New York, 23. 

Advertising Federation of America '>ili 
distiict Spring confeieiur, Slirialon- 
Chicago Hotel, 28 30. 



Advertising Women of New York Woild's 

Fair Ball, W aldorf .\.sloria, 29. 

Maximum Service Telecasters Technical 
(!(iinmillee meeting, .Suiiiiilay after- 
iioDii ."iO Maiih and board of direc- 
loi.s meeting, Saliirilay evening .10 
Maidi, Sheraton Itlnckstoiie Hotel, 
fihicago: annual meinbcrship meet- 
ing Siindav iiioiiiing, Hilton Hotel, 
C,lii(.igo, .'il. 

National Assn. of Broadcasters convrii- 
lioii. Hilton Hotel, Chitago, 31 
Mairli-.'i \pril. 

Boy Scouts of America benefn luncli-o- 
lee for advertising, publishing, eii- 
lertainnienl people, organised by 
Itent<in & Bowles; tickets through 
ltS,\ and chairman ^Villiam Hesse, 
president of hkh, and co-chairman 
William H. Hylan, sr. v.p. sales. 
CBS, and lohn Mitchell, v.p. sales, 
Screen Gems. ^Valdorf Astoria. 3 
April. 

American Women in Radio and Televi- 
sion, New York City chapter, "Projec- 
tion "03" panel di.scii.ssions, McCann- 
Erickson conference room. New York, 
6 April. 



"EXTREMELY HELPFUL" 

We have jnsi increasetl our power 
to ten thousands watts and ate in- 
teresteil in the news and the \ari- 
oiis other bioadcasting o])era- 
tioii.s. Xour magaijiiie has always 
been extremely helpful to me in 
the past and I look forward to 
continued fine news of media and 
advertising. 

JOHN D. WOOD, general sales manager, WKCR 
Radio, Kitchener, Ont. 



^'oiir at tide on iood biokers ("'I'hc 
Food liroker — Grass Roots Infliien- 
tial" 25 Febniaiy I%3) isext elleni. 
WjXT would like all brokers it) 
the Jat ksotivillc aiea to havea(o|)y. 
I'lease have 50 rej)iints .sent to my 
attention. 

TOM W. MAHAFFEY, advertising promotion di- 
rector, WJXT, Jacksonville, Fla. 
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WON f a pioneer in Mid-America 

Recipient of the 1962 Mike Award 



Congratulates and 
salutes the White Columns 
on Peachtree 



a pioneer in Dixie 

. . . for distinguished contribution to the art 
of broadcasting and in recognition of: 
dedicated adherence to quality, integrity and 
responsibihty in programming and management. 





RECIPIENT OF THE BROADCAST 
PIONEERS 1963 MIKE AWARD 



Join the Broadcast Pioneers; wear your emblem with pride 

For membership pontact: Edward Voynow, Edward Petry & Co., Inc.. 400 North Michigan Ave.. Chicago 1i, Illinois 
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316,000 WATTS 



WGAL TV delivers a loyal, responsive audi- 
ence. This unequdled viewer lollowing results 
from fourteen years of pioneering, finest facil- 
ities, and the most complete and modern 
equipment in the area. Channel 8 is the only 
single medium in this entire region that assures 
full sales power for your advertising dollars. 

W(]AI.-TV 

Channel 8 



STEINMAN STATION • Clair McCollough, Pres. 



Representative: The MEEKER Company, Inc. - New York • Chicago • Los Angeles • San Francisco 
to SPONSOR/18 MARCH 1963 
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RATING PROBE: NOW IN EGG-IN-FAN STAGE 



riic H;irris House Coinincrcc In vestigii- 
tioiis siibcomiiiitice in ilu- firsi week of iis 
raiiiig service hearings dealt uitli |>relinii- 
naries. The second week dealt witli revehi- 
tions. 

The stage was set witli a small local-mar- 
ket radio rating service, followed by a small 
tv ser\ ice. American Research lUneaii was 
the first major service to testify. C. E. 
Hooper, Pulse, Trende.K and A. C. Niel.sen 
were .scheduled to follow, most of them 
l)robably this week. 

Robert S. Conlon & As.sociates, the Kan- 
sas (>ity radio sinvey Inni, and Videodex, 
Chicago-New York measurer of imj)act of 
spot nd campaigns, were subjected to broad- 
.scale subconnnittee charges. Obviously, the 
shortcomings attributed to the.se services 
were expected to rub olf on the major ones. 

Robert S. West, president, and Mrs. 
Hallie Jone.s, hall owner ol Conlon, .suf- 
fered from bad memories and bad records. 
They were imable to prove that claimed 
sin\-eys were ever actually made. They 
were asked if. in fact, the ratings weren't 
manufactured in Kansas City. Their de- 
nials did not era.se the charges. 

.\s to X'ideodex. the subconnnittee took 
the unusual lomse of putting an investi- 
gator on the stand. His story was that old 
diaries were not siored where president 
Allan [ax said they were stored. That 
companies listed as having sent prenuums 
as rewards to diary-keepers were either not 
in busine.ss oi had never heard of X'ideo- 
dex. 

Jay said diaries a-])lenty are available in 
the New York office, that X'ideodex had 
movetl often in Chicago and the W^indy 
City hou.se addre.ss was bona fide, that mail- 
ings hatl been .shifted to Xe\v York. 

This set the stage for James Seiler of 
ARB. 

Questioning of Seiler revolved to a great 
extent about methodology and such mat- 
ters as how metroj)olitan markets are de- 
fined. 




Seiler 



Seilei lended olf the usual subcommittee 
remarks about latings (ontiolling ad reve- 
nue, and therefore life and deatli for sta- 
tions. He .said ARB gives all clients com- 
plete iidormation about methodology and 
limitations of residts, including warnings 
not to rely on a single rating, but to wait 
lor at least a .second. 

Chairman Oren Harris attempted tocoii- 
tinue methods used with the smaller serv- 
ices. At one stage he said, "I don't see how 
broadcasters let you get away with it." 
This was with respect to metro area defini- 
tion. 

.Seller said he woidcl as soon give up the 
metro ratings, except that they are C)f value 
to stations in a.ssessing coxerage problems. 
Foi" advertisers, the fidl market lating 
should be used, because it is an accurate 
reflec tion of viewing. 

ARIl was one of four services which ac- 
cepted KTC consent orders. It was expected 
that the practices hit b\ FTC in the orders 
would represent a large part of the hear- 
ings. 

In brief, revelations about the small serv- 
ices were what hit the fan initiallv. There 
was little doubt that some of it had sjirayed 
over the other services, guilty or innocent, 
at least in the form of suspicion of all rat- 
ings. That was j)robabl\ b\ design. 
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Top of the news 

in tv/radio advertising 

(continued) 



Celler opens hearing on newspapers 

1 lie second major incflia "sliow" got under way last week, in Washington, 
with Chairman Emanuel Celler ol the House Judiciary subconniiittee launch- 
ing its investigation ol newsj)aper ownership, in "competition" with the 
Harris ratings |)rol)e. In his opening remarks, Celler noted that of the 685) 
cities with competitive, sc{)arately-owned newspajiers in IDOl), only 52 remain. 
FCC chairman Xewton Minow lold the comniiitec that lo^ tv stations, or 
aboin 27% ol the ')6,S coimnerical stations in oj)eration were alliliated with 
newspapers. Minow also said that ol the '.)7 tv stations in the top 25 markets. 

were owned hy newspapers, ol which. 29 were network alliliales. In the 2r> 
markets, the 29 were said to represent abom hallOf the stations not owned hy 
networks that coidd he alliliated. 



NAB Code works for advertisers, Swezey tells marketers 

(Atlanta) The XAB Code offers advantages to advertisers which they 
should welcome. NAli code head Robert 1). Swezey said Friday in remarks 
to American Marketing Assn. executives at the Soinheastcrn Marketing 
Conference. One of the Code Amhorit^'s problems in maintaining ad- 
herence to Code standards hy subscribing broadcast stations, he said, arises 
from "rejjeated atiemj)ts by certain advertisers to |)ersuade Code stations to 
accept products, copy, or piogram material falling short of Code recpiire- 
nieiits. ' 

Market testing called a waste of money 

Market testing is to a large degree a "waste of money." in the opinion of 
Alvin A. Aschenbaum. Crey vice president. Experience has shown, he said, 
that market testing is a "lather poor research tool that cannot do what it is 
presumably supposed to do; namely, predict the success or failure of a market 
action. He also noted, in an address to the .American Marketing .-\ssn. "The 
fact is that we are dealing with a gross tool when a niicroineter is recpiired. 

Advertising on uhf stations rising, survey shows 

.Vdvertising revenues on uhf stations are rising, a SPONSOR survey shows 
(j)age 25) . More than 60*^^^ ol the respondents said national advertising 
was up in 1962. while 70% indicated local ad revenues rose. Of those sta- 
tions in iilif-only markets. S5% reported an improvement in earnings. 

Toiletries category replaces food as tops in network 

I'oileteries advertising on network tv replaced food as the leading category 
in I9(i2. TvB/EXA-HAR ligures reveal. \Vitli a 21.6% gain last year over 
1961, toiletries soared to ,S147.9 million, while food, with a 4.2% increase, 
rose to S 13^^.7 million in 1962 (l)age 55). 

SPONSOR-WEEK continues on page 14 
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Who gassed the cool scene in Cleveland? 




Cleveland's past winter In a 
word: cold. They had to 
rewrite the record book. But 
some sound selHng on WHK 
RADIO kej)t business hot 
at Cleveland's Gulf service 
stations. "In spite of well 
below zero temperatures and 
blizzard winds, our stations 
did six times their normal 



business... the pulling power 
of WHK RADIO was amply 
demonstrated, "exclaimed 
C. D. Gilchrist, Senior Sales 
Representative for Cleveland 
area Gulf dealers. Want to 
add fuel to your selling in 
Northern OhioPThen go with 
die Number One Station,* 
WHK RADIO, CLEVELAND 



METROPOLrrAN BROADCASTING RADIO, REPRESENTED BY METRO RADIO SALES 
JACKTIIAYER,V.P.AND GENERAL MANAGER A DIVISION OF METROMEDIA, INC. 
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(continued) 



Three major film companies plan new shows for syndication 

liuk'pciideni TclcAisioii Corp.. riiited Ariisis Iclcvision, and NBC Films 
liavc new piograms lor syndication. I lic 11 C scries, tilled 77u' S(ti)it, is 
an iioiir-lnng adventure, wiiile is ollering VVfr J.cr M(inii)i Show. NBC 
Films has an animated .series called Aslro Hoy. depicting interplanetary ad- 
veiumes (|)age 58) . 

Tv getting too arty, Mogul warns 

I v advertising may he getting too daiigeronsly do.se to art lor art's .sake. Panil 
Mogul, head of Mogul. Williams R: Saylr)r said last week, (page 50) . 'Flie ma- 
jor danger, said Mogul, lies in "emeriaining the sales me.s.sage lo a s|)ee(ly (id- 
second death. " 



Robinson exits CBS, Dann named Program Head 

Huhhell Robinson last week, resigned as senior vice president-programs loi 
CHS r\'. and Michael H. Dann was named to succeed him as vice presi- 
dent-programs. Robinson's departure came exactly one year to the day fioin 
his return to CBS alter a three-year absence. One of Dann's first acts was to 
name Oscar Kaiz as network vice j)resident. program administration. In an- 
other lesignation. Alan Comnney (|uii as vice president in charge ol pro- 
grams (page 55) . 

Rebuttal to Harris Rating probe testimony offered 

'Festimony by stafT investigator Rex Sparger at the Harris Rating probe 
(page 1 1) that \'^ideodex misrepresented itself as a national sample to D'Arcy 
and that the coin])any was unknown to suppliers and the j)()st ollice was re- 
butted at week's end by several .sources. Robert C. Sorenson, D'Arcy v.p. 
and director of research, in a letter for the record, .said "at no time did you 
(X'ideodex) suggest to us in any way that your eiuire sample ol homes and 
the portion we selected thereof represented a national j)robability sample of 
viewing households." M. H. Lamston, a Videodex supplier, certified to 
iran.sacting business with \'ideodex. contrary to Sparger's report. And \'ideo- 
dex produced envelopes hearing postal cancellations addressed to the Chicago 
address. 



The news at deadline 

Rofjeri I^. Miller has been named director of lilm operations by Al\C Films. 
He was formerly administrative assistant to tlie v.p. ol 1 rans-Liix. . . . Harold 
M. S|)ielnian lias been made a senior v.p. of Schwerin Research. Whh the 
company since I951 he has served as a member of the Radio I \' Research 
Council. 

SPONSOR-WEEK continues on page 50 
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You might think Ward Dorrell's nickname 
"Doc" is short for Ph.D. You'd be wrong. 

When he came to us eleven years ago to 
build our research department — the first ever 
created by a station representative, our sales- 
men humorously dubbed him "the witchdoc- 
tor." In affection and esteem, the abbreviation 
followed soon after and has remained. 

Doc's ability to analyze research data and 
come up with fresh, new answers has given that 
ordinary breed of "doctors" pause to think. 

When it comes to upsetting popular myths 
and deflating comfortable fallacies, he can be 
formidable and usually makes history. 

He pioneered when he showed that slavishly 
buying by the numbers can be as misleading 
as a gypsy tea leaf reading. He proved that sta- 
tistical variations — depending on the size of 
the sample — if not grossly inaccurate, are 
usually insignificant. And a fact of life! 
He has since helped educate agency 
and advertising people by holding 
seminars throughout the country that 
numbers are a guide— not a straitjacket! 

One of the biggest problems faced 
by a television advertiser is watch- 
ing hundreds of thousands of dol- 
lars go down the drain, because of mis- 
planning and miscalculation. Doc devel- 
oped Blair's TMP-Test Market Plan 




— that enabled advertisers to go into a market 
with a limited amount of money and hone their 
marketing, merchandising and advertising ap- 
proach to a razor-edge. 

The phenomenal success of TMP is testified 
to by the large number of advertisers who con- 
tinue to exploit it on Blair-represented stations. 

All this wouldn't amount to much if the light 
of Doc's research were hidden under a bushel. 
It isn't. Our salesmen know every fact and facet 
the instant new rating data is available. We're 
mighty proud of the fact they're the best 
research-equipped salesmen in the business. 

Doc, of course, does not work alone. He is 
surrounded by a staff of statistical wizards "sec- 
ond to none." His team of research experts are 
forever striving to give the Blair-represented 
stations as well as advertisers and agencies the 
■i^ very best in scientific methods for the meas- 
urement of a market and the effectiveness of 
the broadcast media. It is this kind of re- 
search that helps the advertiser to 
measure product impact in the market. 
This means when you put your com- 
mercial on a Blair-represented station, 
you get the most accurate and valid pic- 
ture of your coverage, the deepest pene- 
tration of your market for the dollars 
you spend. We stake our repu- f n\ 
tation on it. If it's Blair it's the best! V,./ 



BLAIR TELEVISION 
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FACTS PROVE 

CoHcwsmtV! 

4fNUZi 

i IS HOUSTON'S I 

1no.iadultJ 

AUDIENCE 

BUY! ^ 



^DATA DIGEST 



Basic facts and figures 
on television and radio 



Here are the latest FACTS and 
FIGURES on cost per thousand 
ADULTS delivered by Houston Radio 
Stations. K-NUZ again is conclusively 
Houston's No. 1 BUY! 

COST PER 1000 



Mon.-Fri. 


STATION 


ADULT AUDIENCE 


6 - 9 A.M. 


K-NUZ 


I .99 




Ifid, "A" 


1.06 




Net. "A" 


1,93 




Ind- "B" 


i,«l 




Ind "t" 


? 13 


9-10 A.M. 


K-NUZ 


51.12 




Ind. "A" 






Net, "A" 


Ml 




Ind, "B" 


.. . , 




Ind. "C" 




10 A.M. • 3 P.M. 


K-NUZ 






Ind, "A" 






Net. "A" 






Ind. "fi" 






Ind. "C" 




3 - 4 P.M. 


K-NUZ 


tl,Jl 




Ind. "A" 






Net. "A" 


2. a 7 




Ind. "S" 


S.46 




Ind. "C" 


3.00 


4- 7 P.M. 


K-NUZ 


Sl,43 




Ind. -A" 


l.Tl 




Net, "A" 


l.iA 




Ind, "B" 


J.iS 




Ind, "C" 


J.27 




SOURCE: 




Oct.-Nov., 1962 


PULSE— Rates Published 



in Jan 




Daytime tv sets declining cost pattern 

At a lime wlicn many media co.st.s arc ri.sing, daytime net- 
work lelevi.sion i.s compiling a record impo.s.sible to beat. In 
li)r)2, for tlie fourth coii.seciitive year, co.st per thousand in 
tlie mcdiiiin declined. From a high point of §2.44 for each 
ihoii.sand home.s delivered in H)58, the figure dropped to 
3 1. Hi in 1962, according to data compiled by A. C. Niel.sen 
do. and relea.sed by Tvli. 

Thanks to declines in daytime, the cost })er thoirsand of 
all network television programs also went down in 1962 for 
the fourth con.seciitive year. Last year, the cpm was §2.66. 
compared with a high of .S2.96 .set liack in 1958. 

Evening programs for the first lime in several years, went 
up in 1962. reaching $4.36, compared with $i4.00 in 1961, 
and S4.()4 in 196(1. The 1962 increa.se was the largest on a 
percentage basis or a money basis since the early days of the 
medium. 

A word of caution should be given about the.se figures. In 
compiling the data, A. C. Nielsen estimated talent costs, 
since exact costs for many shows are not available. Hence, 
the figures are intended to serve as guide, rather than a hard 
and fast example. They do, however, provide indications of 
cost trends and are the most widely acce})ted source for an- 
alyzing the direction of cost per thousands. 



CPM, tv web commercial 


minutes, 


'57-'62 


Estimated 


cost per-1,000 commercial minutes 


delivered 




networl< programs— by day parts 






1957-1962 








All 








Programs 


Evening 


Daytime 


1962 


$2.66 


$4.36 


$1.81 


1961 


2.72 


4.00 


1.94 


1960 


2.73 


4.04 


1.96 


1959 


2.82 


3.88 


2.25 


1958 


2.96 


3.78 


2.44 


1957 


2.90 


3.85 


2.24 


Note: All the atwve data is reported on a program basis 




Source: A. C. 


Nielsen/TvB 







Id 
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WMAL-TV's six news cruisers are manned during the day-shift by 
Keith McBee, Ed Meyer, Larry Krcbs, Mai LaPlace, Bob Gneiscr and 
Jim Clark, who prowl the town taking the motion picture footage that 
makes our news shows the livest and liveliest in D.C. 

At 5 p.m. each day the cruisers rendezvous with a station messenger 
who drives down to pick up the iilms.for the studio. The messenger aver- 
ages 30 mph each way.* 

One day this winter, the news cruisers arrived at their trysting place 
at 3:30 and stalled there in one of the gigantic traffic snarls that regularly 
follow WMAL meteorologist Louis Allen's announcement of "possible 
snow flurries with little or no accumulation." With downtown traffic im- 
mobilized and no assurance that the messenger would arrive and less that 
he would be able to get back if he did, the men decided to invoke Snow 
Emergency Regulation #364-22 IC. 

Intrepid newsman McBee lost the straw draw and promptly at 
4 p.m., he tucked the reels under his arm and started hoofing it toward 
the station. (Our news always gets through.) 

When he had walked some distance he encountered the messenger 
car, which had in fact started out at its regular time. McBee, messenger 
and movies then headed back to the station and arrived 15 minutes 
ahead of schedule. Assuming that the messenger car averaged its usual 
30 mph each way and that nobody stopped for coffee, how fast did 
McBee walk? Correct computations earn an award. 

"'Rain or snow, your sales message travels at the standard 
186,000 miles/second when you beam it on WMAL-TV's Eve- 
ning Report, a full hour of news coverage 6:30 to 7:30 p.m., 
Monday through Friday. Try it for lively sales results. Check 
Harrington, Righter and Parsons, Inc. for availabilities. 

Puzzle Adaptation courtesy Dover Publications, New York 14, N. Y. 
Send answers to: Puzzle tt74, WMAL-TV, Washington S, D. C. 

wmal-tv ® 

Evening Star Broadcasting Company 
WASHINGTON, D. C. 
Represented by: HARRINGTON, RIGHTER & PARSONS, Inc. 



Affiliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 



imi 



People 
try it 

and they m 
like it |1 



Result : 

KPRC-TV is first in sales in 
Houston. Next time you're 
thirsty for sales try the one 
fine TV station sold everywhere 
at popular prices. Just say . . . 
"HEY PETRY, KPRC— TV." 



CPRC - rv 



'1 




KPRC - TV, 



Si. 




ALSO BREWERS OF 

KPRC-TV, CHANNEL 2, HOUSTON KPRC RADIO 

Represented Nationally by Edward Retry & Co. 



COURTESY OF THE CARLINC BREWING COMPANY 



18 




Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 



18 MARCH 1963 / C«i»rliht IMS 



Smaller Britlsli coininerclal j)rogram contractors may soon form alliance with 
Trans-Lux oiTsliool Tv affiliates Corp. (TAC) to i>rovi(le themselves with U.S.-Slyle 
programing and to compete with British "Big Four." 

TAC v.p. Bob Weisberg, after attending film festival in France, staged meeting lasl week 
of the small-fry programers, who seldom have funds foi showmanship Know-how to get their 
programs wide-scale commercial network exposure in Britain. These included such tv firma 
as Tyne-Tees, Grampian, TWW (with which NBC has financial links), Scollisli Tv, Lid., eic. 

British firms indicate<l they*d like to join TAC, which is a cooperative exchange 
for programs produced by U.S. station, or setup similar corporations 

Move is of interest both to U.S. advertisers tv-selliug their pritdncis of Britain, 
and to U.S. syndicatora and distributors. 



Florida Citrus, one of the most hroadcast-oriented institutional accounts is up 
for grabs. 

Account notified Benton & Bowles at mid-week that it was pulling out. Winter freezes in 
Florida caused FC to cut back advertising to point where B&B had recommended "no adver- 
tising between now and 30 June." Billing was still substantially enough to make B&B state it 
was "proud" of job done and that "it is always tough to lose a fine account." 

Florida's Governor who advises Florida Citrus, is understood to have picked Lennon 
& Newell as replacement agency, but recommendations have been turned do^vn in favor 
of presentation from several agencies. 



More screen credits on television? That's what actor Alan Hewitt calls for in 
the current issue of "Screen Actors," official publication of tlie Screen Actors Guild. 

In fact, Hewitt urged Guild negotiating committee to investigate ways to get more credits 
for feature players both in television and in motion pictures. 

"If the audience can read Gleem and Crest, and Ivory, and Winston without a telescope, 
as well as the names of the executive producer," writes Hewitt, "shouldn't it be able to identify 
the actors? Is that too widely impractical?" 

Hewitt suggests that the audience really wants to know — indeed, has the right to know — 
who is going to play what at the beginning of the tv program and who did play it after the 
program is over. Hewitt article did not discuss the crowding or the cost of television air 
time. 



Television's ability to reach and sell select groups is being tried by a iiiiniber of 
advertisers. Good case in point is Liberty Mutual which wants to sell business insurance to 
executives (for more details, see page 35). 

New study by NBC aims in the same direction. R. H. Bruskin, working with Sheraton 
hotels and its agency, BBDO, has interviewed travelling executives in ten cities. Half (51%) 
of the executives said they viewed "Today" either at home or while on a business trip; 42% 
of executives said they viewed "Today" while specifically on a business trip. More impor- 
tant are some of the other findings of the study: 

• 57% of "Today" viewers take more than 20 trips per year, compared to only 
41% of the non -viewers. 



I 
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• Cdiiipared lo non-viewers, 31% more viewers have taken train trips; heavy 
air travel (more than ten trips) is 14% higher among viewers. 

• Viewers rent more automobiles on business trips — 64% of viewers rented cars 
on business trips, against 51% of non-viewers. 

• Conii>arr4l to non-viewers, 45% more viewers are in "top management" with 
titles of president, vp, director, manager, or owner. 

• And most important, viewers earn more! 59% of the viewers top S15,()()(), 
against only 49% of the non-viewers. 

CBS TV's "Lassie," thanks to a cliff-hanger serial, is producing a remarkable 
upsurge in ratings, closely akin to "The Flintstones" story (SPONSOR-SCOPE 11 
March). 

For the first time since March 1962. Lassie is in the top ten, according to Nielsen's 11 
February report. Tlie Lassie serial, in five parts, started 17 February and involves the show's 
star and small boy lost in the Canadian wilderness. 

The rating picture, before and after, looks like this: 



AA SHARE 

3 February 24.8 41.5% 

10 February 24.8 41.4 

17 February (part 1) 26.3 45.2 

24 February (part 2) 30.3 51.4 



Three more installments followed, the last being yesterday (17 March). 



Spot Radio and television are expectecl to get increased use by Buick and 
Pontiac in the coming season. 

Both are planning four eight-week flights in the media during key selling seasons, con- 
tentrating in major markets. Buick has reached no final decision, it's understood, on network 
use this fall, though lialf-hour alternate week show and specials are under consideration. Spot 
radio and television would augment, if not replace, some network use. 



High-rated Beverly Hillbillies was finally cut, at least in New York, last week, according 
to Arbitron. 

The show that did it was a one-hour NBC TV Bob Hope Special on 13 March, televised 
from 9 to 10 p.m. 

Hope's New York Arbitron (against Hillbillies and Dick Van Dyke on CBS TV) was a 
neat 43.4 (62% share) vs. 14.0 (19^0 share) on CBS and a 9.5 (13% share) for ABC TV's 
Going My Way and Our Man Higgins. 



CBS may be planning further investments in foreign broadcast properties, in line with 
three -network overseas investments trends. Arthur Hull Hayes, president of CBS Radio is 
nuikiiig a global trip — but it's said to involve more than mere sight-seeing. He is keeping a 
sharp eye open for investment opportunities and is making a check on CBS News bureaus and 
corporate image abroad. 

Hayes will probably be thrilled when he reaches India and sees devotion with which 
people there listen to radio. 
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It's a lot easier to find new nctii)<; iiud |ierformiu<; tiilcnl In tv tliau it is to find 
new writers^ apparently. Recent telecast of Repertoire Workshop, a CBS station showcase 
series for "promising television talent," used seven young unknowns from UCLA theatre arts 
department in an original one-actor title "A Thing of Beauty," written by Howard Rodman. 
No new comer, Rodman is a veteran of radio and Iv, has functioned as story editor and chief 
writer of "Naked City" with an iiiroiiie well in five-figure liracket from tv. 



Advertising Research Foundation is considerins! a study comparing the effectiveness of 
television and magazine advertising — another apples and oranges affair. Curtis Publishing 
Company which now does tv/magazine comparisons supported by five major advertisers 
(AT&T, duPont, Mennen, Armstrong Cork, and Chesebrough-Pond ) has offered research fa- 
cilities of the Saturday Evening Post, Ladies Home Journal, Holiday, and American Homes. 
According to Al Lehman, president of ARF, the offer is under consideration, pending 
discussion within the next two weeks with members of ARF. 

ARF considers Curtis' offer very generous, but must consider the tv angle and organlza^ 
tion of such research thoroughly. Lehman stated that an announcement of plans nii<;ht he 
available in about a week. 

The committee under which such research would he conducted is not set. Previous dis- 
cussions on the subject have involved a committee on beliavorial research headed by Mal- 
colm McNiven, manager of advertising research at duPont. 



Do people jjo to bed an honr later in the snmmer? One might get tliat impres- 
sion looking at set-in-use patterns as report by A. C. Nielsen, 

Winter's peak sets in use period fall somewhere between 8:30 and 9:30 p.m., while 
in summer, peak for viewing becomes between 9:30 and 10:30 p.m. Fall-off in viewing 
isn't as sharp in summer in the later hours, from a high of 51.8% sets-in-use January-March, 
1962 during the 10:30 to 11 p.m. time period, Monday through Sunday, the July-September 
liomes using television figure in that time average 43.7% in 1962. In contrast, homes using 
television Jan. to March from 8 to 8:30 p.m. was 64.3% in 1962, while in July-Sept., the figure 
was 42.1%. 

Daytime period in 1962 also continued to sbow comparatively less snmmer drop. 
Between 10 a.m. and 4, Monday through Friday, no less than 15 of the 24 quarter-hours in- 
volved had higher sets in use July-Sept, than in the April-June period. 



Research presentation on radio and changes that have taken place over the last 
ten years has just been completed by AM Radio Sales. 

Tlie information, based on many different sources and studies, will ho applied to specific 
products and marketing problems in terms of radio as it is today. 

Norman Nelson, director of marketing and new business development at the firm, feels 
the presentation is irnportant to large advertisers which, because of non-use of radio, have 
not kept pace with the many changes that have taken place in radio listening. 

Creative people in agencies will be the object of weekly am radio direct mail campaign 
designed to keep them informed of trends and new facts concerning radio, reportedly a 
first in heavy radio promotion throngh the creative teams. 
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James Lece an<l Son Carpeting, Bridgt-porl, I'a., which ju8l swilched agencies 
from N. W. Ayer lo Doyle Dane Bernl)ach, has (lecided lo try radio for the first 
time. Campaign is being test-marketed in Baltimore and Los Angeles beginning in May. Re- 
ports are the test market operation might reach the dozen mark in the future. Previously the 
company budget was nearly a 100% in print. 



S]tol tv users shoiihhi'l Ite surprised if there's a premium price for availaltil- 
ilies, ultimately, in feature movie shows u.<«ing ])ost-1948 pictures from the Univer- 
$>al hacklog. 

Universal's Milton Rackmil, hard-driving president of the movie major, made known 
last week the conditions under which he would sign a seven-year, unlimited-run distribution 
deal for 215 recent Universal feature films. 

They were stiff terms: 

• Payment to Universal of $21,500,000 ($100,000 per picture). 

• Oue-tliird down in cash at time of deal. 

• Additional percentage "not in excess of 50%" of the lake after distributor re- 
coups hia fee (usually, 'i5% of gross sales). 

Wliat Universal was obviously avoiding was selling the package short, as Paramount 
did in its original deal with MCA on pre-1948 pictures. MCA gave Paramount what the movie 
firm felt was a fabulous guarantee — and then went out and sold some S40 million in 
orders above the guarantee level. Paramount stockholders could only grit their teeth. 



General Electric Broadcasting, wholly-owned G.E. subsiiliary, is in the process 
of being incorporated in New York State. 

G.E. had studied desirability of a separate subsidiary for its broadcasting stations for 
some time, and action was approved by the board last month. G.E. competitors RCA and 
Westinghouse have long had separate broadcaHting subsidiaries. Speculation is that 
G.E. move might bring increased activity in broadcasting, and/or station purchases in tv or 
radio. 

While many of the top advertisers in gpol television remain the same over the 
years, there's also a good number who don't. 

Going back five years to 19,S7. top 100 names of that year include a few who won't be 
ranked in 1962. To name a few, as selected from the TvR-Rorabaugh figures, with their gross 
time billings: 

1957 1962 
Robert Hall S 1.,928,9.'^0 $63,300 

Bulova Watch /1 ,050,400 — 

Helaine Seager 1,427,250 — 

To flip the coin, there's alsji a number who have registered phenomenal 
growth in the spot tv medium: 

1957 1962 
William Wrigley .?l,9r>6,000 §15,033,000 

Alberto-Culver 616.970 11,155,000 

Campbell Soup 245.130 5,971,460 

Deluxe Reading 41.P.10 3,940,670 

Simoniz — 2,294,250 
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First in 
Hoosier 
Hearts 



Here's lovely Frances Farmer, 
whose illuminating "program 
notes" add interest to the 
movies she shov/s on 
"Frances Farmer Presents." 



First in Hoosier Homes 



Most movies do pretty well on television. Make them ^oo J movies 
and they do even better. Add a former Hollywood star as hostess, 
and you have a real winner. 

That's what we have in "Frances Farmer Presents." Fine 
films from Warner Brothers, Metro Goldwyn Mayer, Twentieth 
Century Fox, Seven Arts, and Republic . . . with "program 
notes" by charming Frances Farmer, one of Hollywood's leading 
ladies of the forties. 

Miss Farmer does more than just look pretty . . . though she 
does that exceedingly well. She is inteUigent, articulate, and 
engaging . . . and her comments and recollections about the 
films she shows and the personalities in them make the films 
themselves far more interesting to her audience. 

And quite an audience it is. We cover a 69-county area . . . 
Indianapolis and its rich satellite markets, where more than three 
billion retail dollars are spent annually. 

A share of that audience and those dollars is yours for the 
asking. Ask your KATZ man! 




TIME-LIFE 

BROADCAST 

INC. 



America's 13th TV Market 

with the only basic NBC coverage of 760.000 TV set 
owning families. ARB Nov., 1 961 . Nationwide Sweep. 
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TOU MAY NEVBR nrfi^leHKlWAVt*- 



WKZO RADIO MARKET 
COVERAGE AREA • NCS '61 




&ILEC4N BARM ' (Km i«H4« i(Vl!i6SIW( 



JOSECH 



■MwMi. lACMiUi MHJSni 





fvAHfiUREH JKdLAHAlOO 


-CAIHOUN 






L 1 • 

^ Kalamazoo 


Battle 




Creek 







BUT... With WKZO Radio, Ride 
The Crest in Kalamazoo 
and Greater Western Michigan! 

WKZO Radio is the station with the biggest splash in 
Greater Western Michigan; N(~S '61 credits WKZO 
Radio with more circulation than any radio rival— with 
40.4% more than all other Kalamazoo stations comhhicd. 

And it's high tide at all hours, too: the 6-coiinty Pulse of 
Sept., '62 shows WKZO Radio outrating all competitors 
in ihH of 361) iiiiarter-hoiirs surveN'ed — dominating all 
hours siir\"e>ed in both total listening and adult listening. 

And rising fast! Sales Management has predicted that 
Kalamazoo will outgrow all other U, S. cities in personal 
income and retail sales between 1%() and 

Let your Avery-Kiiodel man gi\> you the complete log! 



uv.ve 1 12 feci from trough to crest was computed from U. S. S. Ramapo in 1933. 




RADIO 

WKZO KAUMA200-BATTLE CREEK 
' WJEF GRAND RAPIDS 

WJEF-FM GRAND RAPIDS-KAUMA200 
WWTV-FM CADILWC _ , 

TELEVISION 

WUO-TV GRAND RAPIDS-KAUMAZOO 
WWTV/ CADILLAC-TRAVERSE CITY 
/WWUP-TV SAULT STE. MARIE 



WWUP-TV SAULT STE. MARIE 
KOLN-TV/ LINCOLN, NEBRASKA 

/KCIN-TV. GRAND ISUND, NEB.. 



WKZO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

Arery-Knodel, Inc., txdusWe National Represenlalives 
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UHF 

a status report 



Uhf operators are 
looking for better days 
But they don't think the 
new "all-channel" law 
will help much 



Last year, Congress passed an all- 
channel television law. 
This law requires that all tv sets 
shipped in interstate commerce af- 
ter 30 April 1964, be cajjable of 
receiving all uhf as well as vhf 
channels — a total of 82 channels in 
all. Tlie FCC, at whose urging the 
bill was introtliiced, Ijelieves all- 
channel legislation is the tool with 
which iihl can establish itself se- 
curely in the broadcasting sjjec- 
trum. Some uhf jiartisans agree 
with the FCC. Others agree that 
legislation can hel|) uhf, but that 
all-channel is not the answer. A 
more potent step — such as deinter- 
mixture of %hf from uhf stations — 
is called for, says this |)oint ol view. 

There is a large body of o|jinion, 
however, which believes that dis- 
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advantages borne by the u's will 
|)reveni them from ever l)ecoming 
iridy coni|)eiitive with the \'s on a 
national basis. "Uhf has been in 
o]jeration for more than a tlecade," 
asserts this groiij), "and rarely has 
made a go of it. .\sk the uhf sta- 
tions. Tliey'Il tell you themsehes." 

spo.N'soR recently imdertook to 
do just that. It contacted all of 
I he uhf station operators in the 
II. S. and asked tliem how they 
were progressing. \\'hat was their 
trend in earnings last year? A\'hat 
was the jiicture in national and lo- 
cal advertising? What questions 
ha\e achertisers been asking them? 
How do they answer these ques- 
tions? What eliect will the all- 
channel legislation have on idif? 

The answers received by spo.nsor 

25 



iiulinitc tli:ii the st.itc of iilif 
l>r(>:ul( a.siing is not nc.irly ;is for- 
lorn a.s its detractors sccni to be- 
lieve. 

Some iilif stations, to be sure, 
\v.i\e had tlie spirit beaten out of 
tlieni by iineijual < onipetition from 
tlie \'s. Said one bitter owner of 
a soinheni iibf station: "Ubf is a 
fraud. It won't t'\cr be (ompeti- 
ti\e with vbf, especially in this 
moinilainoiis ((unitry. All-(hannel 
legislation is tbe greatest eiononiic 
waste in U. S. liistory, I only bang 
on boping for a drop-in." 

In general, bowe\er, tbe tone of 
tbe answers is posit i\e, e\en opti- 
mistic. In a niajoritv ol areas 
wliere nlif bas gainetl a footbold it 
is nio\ ing abead. Tbe pace may be 
slow, l)iit tlie dire(tion appears to 
l)e forward. 

For example, some 70',', ol tbe 
resj)ondents said tbat tbeir I'Jfi'J 
earnings sbowed an improvement 
(ompared witb HKil results. In 
mans ca.ses tbe gains were small 



and some of tbose wlio reported 
impro\emcnt were still operating 
in tbe red. Xe\ertbele.s.s, tbe ( iirve 
is pointing up. 

'I'be same is true of advertising 
re\enucs. More tlian 00% of tbe 
stations replying to spo.vsor's cpies- 
tions said tbat national advertising 
was in IDO^, and indicated 
tbat local ad revenues bad risen. 

Tbese figures, howe\er, do not 
tell tbe wbole story. Anotber pat- 
tern emerges wben tbe answers are 
broken down between stations tbat 
.serve ubf-only areas and stations in 
intermixed vbf-nbf areas. Last year 
more tban SS"^ of ubf-only stations 
could report an increase in earn- 
ings, \\-bile only about balf of tbe 
intermixed stations coidd do tbe 
same, .\boiu fiO' ; of tbe iibl-only 
st.'itions reported gains in national 
advertising and 75',', in local ad- 
\ertising. Of tbe intermixed sta- 
tions, r>0''j, enjoyetl gains in na- 
tional ad\ertising :nul C>^>'^''^, in lo- 
cal advertising. 



In lei'iiis ol dollars, tben, tbe 
line is clearly drawn between ubf- 
only stations and intermixed sta- 
tions. Ubf-only seems to be sbow- 
ing dcfniite impro\emcnt, wbile 
intermixed operators are baving 
far less success. 

[uclging Irom tbe cpiestions tbey 
ask idif salesmen, the advertisers 
are cjiiite aware of tbe dilferent 
problems faced by ubf-only and 
intermixed stations. 

" riiere is no cjuestion directed 
to us as a idif operator tbat would 
not be direc ted to a vbf operator," 
clainied J. A. Iligdon, general 
manager of \VA I•■Ci-'I"\^ C.bannel 
.HI in ubi-only I limt.s\'ille, Ala. 
"Advertisers are interested in 
bomes delivered. Tbis we acconi- 
plisb witb ARIi and local Western 
I'nion studies, (lost per tboiisand 
bomes delivered is used in comput- 
ing rates." 

W. (). Kdbolm, general manager 
of K1(;U, (Ibannel I.H in Fresno, 
Calif., bad tbis to say about adver- 



Commercial uhf operations in the United States . . . 



Service 



City 


Station 


Ch. 


Classification Network 


population 


ALABAMA 












Decatur 


WM<:L 


23 


UHF only 


NBC 


60,500 


Florence 


WOWL 


15 


UHF only 


NBC 


62.000 


Huntsvllle 


WAFG 


31 


UHF only 


ABC 


117,500 


Montgomery 


WCOV 


20 


Intermixed 


CBS 


169,000 


Montgomery 


WCCB 


32 


Intermixed 


ABC 


169.009 


CALIFORNIA 












Bakersfield 


KBAK 


29 


Intermixed 


CBS 


292,C00 


Bakersfleld 


KLVD 


17 


Intermixed 


ABC 


292,000 


Fresno 


KFRE 


30 


UHF only 


CBS 


366,000 


Fresno 


KlEO 


47 


UHF only 


ABC 


366,000 


Fresno 


KMl 


24 


UHF only 


NBC 


366,000 


Fresno 


KAIL 


53 


UHF only 


Ind. 


336.000 


Fresno 


KICU 


43 


UHF only 


Ind. 


356,000 


Hanford 


KDAS 


21 


UHF only 


Ind. 


50,000 


Los Angeles 


KMEX 


34 


Intermixed 




629,000 


San Bernardino 


KCHU 


18 


UHF only 


Ind. 


810,000 


VIsalia 


KICU 


43 


UHF only 


Ind. 


169,000 


CONNECTICUT 












New Britain 


WHNB 


30 


UHF only ^ 


nTc 


129.500 


*Waterbury 


WATR 


53 


UHF only 


ABC 


182,000 


r\(ie( ts to rh,inpe 


to ('hannel 


■20 in 


.May 1!I63. 






FLORIDA 












Tampa-St. Petersburg 


WSUN 


38 


Intermixed 


ABC 


772.500 



ILLINOIS 



Champaign-Urbana 


WCHU 


33 


Intermixed 


NBC 


132.500 


Danville 


WICD 


24 


UHF only 


NBC 


61,000 


Decatur 


WTVP 


17 


UHF only 


ABC 


118,000 


LaSalle 


WEEQ 


35 


UHF only 


NBC 


111.000 


Peoria 


WEEK 


43 


UHF only 


NBC 


289,000 


' r ■ 


1 
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Service 
area 



City 


station 


Ch. 


Classification 


Network 


population 


Peoria 


WUBD 


31 


UHF 


only 


CBS 


289,000 


Peoria 


WTVH 


19 


UHF 


only 


ABC 


289,000 


f?ockford 


WTVO 


39 


Intermixed 


NBC 


210,000 


Springfield 


WICS 


20 


UHF 


only 


NBC 


146,500 


INDIANA 














Evansville 


WFTE 


14 


lnterm,ixed 


NBC 


199,000 


Evansville 


WENT 


50 


Intermixed 


CBS 


199,000 


Fort Wayne 


WANE 


15 


UHF 


only 


CBS 


232,000 


Fort Wayne 


WPTA 


21 


UHF 


only 


ABC 


232,000 


Fort Wayne 


WKJG 


33 


UHF 


only 


NBC 


232,000 


Lafayette 


WFAM 


18 


UHF 


only 


CBS 


63,000 


Vlarion 


WTAF 


31 


UHF 


only 


Ind. 


150,000 


Muncie 


WLBC 


49 


UHF 


only 


NBC 


111,000 


South Bend-Elkhart 


WNDU 


16 


UHF 


only 


NBC 


299,000 


South Bend-Elkhart 


WSBT 


22 


UHF 


only 


CBS 


299,000 


South Bend-Elkhart 


WSJV 


28 


UHF 


only 


ABC 


299,000 


IOWA 














Fort Dodge 


KQTV 


21 


UHF 


only 


NBC 


42,0013 


KANSAS 














Salina 


KSLN 


34 


UHF 


only 


ABC 


64,500 


KENTUCKY 














Lexington 


WLEY 


'18 


UHF 


only 


NBC 


132.000 


Lexington 


WKYT 


27 


UHF 


only 


ABC 


132.000 


Louisville 


WLKY 


32 


Intermixed 


ABC 


725.000 


MARYLAND 














Salisbury 


WBOC 


15 


UHF 


only 


ABC 


19^0 


MASSACHUSETTS 












Adams 


WCDC 


" 19^ 


UHF 


only 


CBS 


142.001 


Greenfield 


WRLP 


32 


UHF 


only 


NBC 


55,000 


Springfield 


WWLP 


22 


UHF 


only 


NBC 


479,000 



•■If iiM n iiii II- . :,: 1 lO r: iii >• 
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Sets manufactured: uhf continues to lag behind 

Year Total sets 



1962* 



5,591,361 



1961 



6,177,797 



1960 



1959 



1958 
1957 

"Source K.I. A. 

II IlirilUi: 



5,708,346 
6349380 
4,920,428 
6,399,345 



I l|i|IW! 'Ill 



Uhf sets 


% of total 


549,105 


9.0 


370,978 


6.6" 


428,527 


7.5 


435^ 


6.9 


418,256 


8.6" 


779,800 


12.2 


hii I'll* ' (' 1 1 . 





lisers' questions: " The I'resiio lUiir- 
ket, linving Ijeen ulif from llie very 
beginning of television, has never 
IkkI a conversion prolileni and 
tlierefore iihf is accepted lierc by 
i)otli national and local advertis- 
ers." 

Most frequent question. When 
;i iihf-only operator is cpiestioned 
by an advertiser, it often is because 
the advertiser is not sure the mar- 



ket area is jmre nbl. " The most 
(liifidilt problem enc otnitered by 
I he nbf stations in the South Hend- 
Elkhart market was ihe belief that 
if n national buyer bought CMiicago 
and Kalamazoo, he somehow cov- 
ered the .South liend market," said 
Paid ('. Hrine.s, v. p. and general 
manager of W'.S jX'-TX', Clhaimel 28 
in .South Hend-F.lkhart, Ind. 

"This was partly true initil iy.")<S 



when all three stations (hanged 
Ironi the npper lo the lower uhf 
band and consiriic led a (}'>U fool 
lower. , . . The average (iniiily is 
perfedl) happy with (lie line uhf 
signals received from all llnee sta- 
tions and enjoy the programs of 
the three basic networks." 

/Advertisers have other cpieslious 
for Slat ions in iiilennixed areas, 
however. "The (piestion I am 
asked most often," said an inter- 
mixed operator, "is 'how do yon 
ever expect lo compete with \hf 
coN crage?' " 

"The greatest sales problem na- 
tionalb is a general impression 
lhal idit stations have an extreme- 
ly poor coverage range," declared 
Merrilt Milligan, station manager 
of W'M r\' in intermixed .Madison, 
Wise. "To answer this we use a 
map showing uhl pictures in \ari- 
ons areas taken directly oil the air 
in residential areas on a regular 
commerc ial idif receiver. Local ad- 
(I'lcasr I m il lo frngc Ki) 



11' ■'!: 



Illiil|l!i 
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how they compete and the audience they can serve^ 



City 



Station 



Ch. 



Service 
area 

Classification Network population 



Springfield 
Worcester 

MICHIGAN 



WHYN 
WWOR 



40 
14 



UHF only 
UHF only 



m 

HE 



Allen P3rk 
(Wayne County) WJMY 62 

(Operates on a limited schedule for 
suburban audience. Program format 
emphasizes religious, public service 
and educational Alms. > 

Saginaw WKNX 57 

MISSOURI 



Poplar Bluff 

NEW YORK 

Binghamton 
Elmira 



KPOB 



WINR 
WSYE 



NORTH CAROUNA 

AsheviMe^ WISE 
Charlotte WUTV 



15 



40 
18 



62 
36 



UHF only 
uSronly 



Intermixed 
UHF only 



Intermjxed 
Intermixed 



$i: OHIO 



2;^ 



Akron 
Lima 

Voungstown 
Voungstown 
Voungstown 
^anesvllle 

PENNSYLVANIA 

Erie 

Harrisburg 
Harrisburg 
Johnstown 

■ '"II ;! . I 



WAKR 
WIMA 
WFMJ 
WKBN 
WKST 
WHIZ 



WSEE 
WHP 
WTPA 
WARD 



49 
35 
21 
27 
33 
18 



35 
21 
27 
56 



UHF only 
UHF only 
UHF only 
UHF only 
UHF only 
UHF only 



Intermixed 
UHF only 
UHF only 
Intermixed 



ABC 
NBC 



479,000 
323,000 



Intermixed Ind. 2,700,000 



CBS 
ABC" 

NBC 



NBC 
Ind. 



ABC 
NBC 
NBC 
CBS 
ABC 
NBC 



CBS 
CBS 
ABC 
CBS 



City 



Lancaster-Lebanon 
Scranton 
Scranton 
Wilkes-Barre 
York 

SOUTH CAROLINA 



Station 


Ch. 


CIdssificdtion Network 


Service 
area 
population 


WLYH 


15 


UHF only 


ABC 


91,000 


WNEP 


16 


UHF only 


ABC 


235,000 


WDAU 


22 


UHF only 


CBS 


235,000 


WBRE 


28 


UHF only 


NBC 


347,000 


WSBA 


43 


UHF only 


ABC 


238,000 



191.000 


Anderson 
Columbia 
Columbia 


WAIM 
WNOK 
WCCA 


40 
19 
25 


UHF only 

Intermixed 

Intermixed 


ABC 
CBS 
ABC 


76,000 
261,000 
261,000 


TENNESSEE 












35,0110 


Knoxville 
TEXAS 


"WTVK 


26 


Intermixed 


ABC 


368,000 


213,000 
80,000 


Nacogdoches 
San Antonio 

WASHINGTON 


KTES 
KWEX 


19 
41 


~UHF only 
Intermixed 


Ind. 


40.000 
257.000 


130.000 
272.000 


Pasco 
Richland 
Yakima 
Yakima 


KEPR 
KNDU 
KNDO 
KIMA 


19 
25 
23 
29 


UHF only 
UHF only 
UHF only 
UHF only 


CBS 
ABC 
ABC 
CBS 


24,000 
62,000 
80,000 
80,000 


514,000 
104,000 
509,000 
509,000 


WEST VIRGINIA 

Parkersburg 
WISCONSIN 


WTAP 


15 


^¥hF only 


ABC 


75,000 


509,000 
59,000 


Madison 
Madison 
Milwaukee 


WKOW 
WMTV 
WXIX 


27 
33 
18 


Intermixed 
Intermjxed 
Intermixed 


ABC 
NBC 
Ind. 


222,000 
222,000 
1,200,000 


251 ,000 


DISTRICT OF COLUMBIA 










345 0!)0 
345,000 
280,000 


Washington, D'. C. 

■ Fiori) "Tlif — tlie 1962 
iK.I.A. note. Out the 


WOOK 14 

surrey" by the E. I 
li:tt U inroDiPlete) 


Intermixed 




477,000 
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Isos 






S.O.S. Blue Soap Pads 



Gleem toothpaste 



Oxydol detergent 



Household products commercials 
feature more "realistic" gals 

► Women more talented, less sophisticated 

► Many agency casting directors prefer actresses 

► Cosmetic, cigarettes still want high fashion 



As l;ir as Madison A\ciuie is con- 
(crncd, women no longer have 
to look like Siizy Parker to get a 
job as a "spokeswoman'' in a t^• 
lonimcrcial. Gone arc the siiper- 
sopliisti(ateil models dressetl in eve- 
ning gowns demonstrating an ice 
box or scrubbing a dishpan. Hiis- 
l)ands in latt are complaining the 
\vonu'n in lioiiseiiold products com- 
mercials look like their wives. 

The trend has been gradual, but 
agency casting directors claim it 
has become firm o\vr the past year. 
W'h)?- The belief is American 
hoiisewi\es arc becoming more ed- 
ucated and innniine to the tv com- 
nicrc ial glamor-ha/e. "After all," 
says one casting director, "a good 
soap or floor wax should \\'ork no 
matter who's using it, a model or a 
lioii.scwife." 

\ syndicated colinnnist recently 
<)i)ser\ed that some of the damsels 
in tv commercials are so unvar- 
nished, so plain, that only Mr, 
(lean could possibly shower atten- 
tion on tliem. 

Actresses, not models. liesides 
looking less like models, the wom- 
en in rommcrcials often act less 
like models. In the new ,\jax 
White Tornado commercial, for 



example, the woman even straight- 
ens her sweater before the audi- 
ence. Women weaving slacks, an 
apion, flat shoes in tv spots are as 
common as in the home — and the 
general feeling is this is the way it 
shoidcl be. 

N'ew OxNclol tv spots by I)-F-S 
feature two comcl\-biit-plain-look- 
ing women in hoiiseclothes simply 
discussing the procluci — "unsophis- 
ticated, and inulramatic, but very 
effect i\e," says an admiring execu- 
tive in another agency. Peter Mc- 
Spadden, acccnnu executive on 
Oxyclol, sa\s: "W'e are trying to 
vignette situations in a realistic 
way. 'l lie women are professional 
models, bin we choose ones that 
are average looking and can act 
clown to a natural situation, mak- 
ing it appear as if the listener were 
eavesdropping. We like to think 
that Oxyclol was one of the first 
consumer products to discover that 
realism is an eflective way of pre- 
senting a message." 

Two women heading the list of 
actresses (\s. models) are talented 
Jan Miner and Ciertrude lierg. 
jan Miner has become part of the 
product identification for Good- 
man's Noodles (Smith/Greenland) 



and Gertrude Jievg (Foote, Cone & 
lielding) for .S-O-S scouring pads. 
Both have a warm friendly char- 
acter which radiates a feeling of 
truthfulness. 

Out of I,eo lUirnett come two 
series of commercials with true-to- 
life scenes: Secret Deodorant with 
Katy Winters, and Salvo with 
Wally Cox and housewifey-house- 
wives. These connnercials have hu- 
mor and general audience believ- 
ability. Wally Cox and Tom Pedi 
of the Dash commercials are part 
of a similar trend in the choice of 
men being used for the household 
product sell. 

Commercials to movies. As re- 
cently as four or five years ago 
many actors and actresses were 
leary about doing commerc ials, for 
fear it would damage their profes- 
sional statirs. Now all that has 
changed lor three reasons: 1) many 
product demonstrators on tv have 
found new careers in the movies 
and theatre through cuinmercinJs, 
2) most commercials now are high 
cpiality productions, 3) residuals 
are hard to refuse. 

Tippi Iledrin, the leading lady 
in Alfred Hitchcock's "'I'he Birds" 
is a good example of a commercial 
demonstrator made good. .\s a 
matter of fact Ifitchcock saw her 
on television and called her oiu to 
Hollywood to try out for the part. 

(Javol (>hristensen and Margo 
Warner also foimd that commer- 
cials were an cntre to the theatre, 
not a hindrance. Peggy King 
(Hunt's Tomato Sauce jingle) and 
Joanie Sommers (ol Pepsi fame) 
have both made top billings as 
singers since their commercial de- 
buts. Casting directors now file 
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Ajax cleanser 



Goodman's Noodles 



Housewives in spots 
look as housewives should 

Heels and earrings 
are out of the kitchen 



. t. 



names like (Miarlolte Rac, Ali(C 
Pierce, Morty Marshall, Hemic 
Wcsl, Diana Douglas, and Kay Bal- 
lard, all on the waiting list for 
(omnier( ial opportmiilies, 

Some casting directors went so 
far as to say they \\<)iild always 
cast actresses and actors, instead of 
models, if the clients would allow 
them. The feeling is that models 
are often better for print (opy, but 
if maxinumi use of t\'s unique ad- 
vantage over print — movement 
and living drama — are to be util- 
ized, the spokesman must be able 
to move with the poise of an ex- 
perienced actress, and employ all 
the facial expressions and training 
in character development that go 
with it. 

Believability. Some people call 
it realism, others belie\'ability. and 
others slice-of-life. \\'hatever the 
movement is, advertisers and agen- 



cies are not all approaching it in 
the same way. Aside from using 
actresses and models there are 
luauy conunercials on the air today 
that use people in every walk of 
life portraying themselves to put 
across the authenticity of their 
message. For example, the Sav- 
ings Hank Assoc iation of New ^'ork 
State uses a teacher, a builder, and 
a space engineer, all |)ortraying 
themselves, as did the Ivory Soaj) 
look-alike commercial, and those 
for All, and the First Pennsylvania 
liank and Trust Company. 

The fact is, however, the veal 
people or even real backers of a 
product, may often appear to be 
models, even if they're not, where- 
as a talented actress with home- 
appeal and no more than a paid 
interest in the product may get 
across the feeling of truth more 
ellectively. It is the problem that 



fiction oltcn appears more tnith- 
ful than the innh itself. 

Dream image. 1 he irue-to-life 
approach has taken a strong foot- 
hold in the realm of household 
products — foods, soaps, waxes, util- 
ities, and repair items — but in the 
area of cosmetics, shampoos, cloth- 
ing, and cigarettes, the dream or 
high-fashion image is still impor- 
tant. 

Revlon, lireck, and Helena Rii- 
benstein are still on the unrealistic 
and sophisticated side. "If women 
are to buy such personal prochu ts." 
one casting director comments, 
"the\' must feel they are going to 
make her beautiful like the woman 
in the conuncnial. They want to 
look like the model. Beauty is 
what is being sold, more than the 
product." Hreck commercials, for 
example, have used the same kind 
{Plcnse turn to page 4,5) 



-What casting directors say about women in commerciais- 



^'Tlie troid in tv cominerrinis has definitely 
sn'itclicci loxonrd more nolnrnhiess niid heh'ev- 
nbilily. Many comnierrinls today use [leofjle por- 
traying tliemsch'cs.^^ — Martin Begley, L&N 



^^Formallly has given xi'oy to relaxed inlinuicy — 
still hard sell to the slice-ol-lile solt sell.** — Mari- 
lyn Samuel, Leo Burnett 

^^The trend is a good thing. Female viexuers are 
axuare that they are not the perlect models and 
ideiitily themselves xvith the more realistic-type 
xuonian. What ive'rc striving lor is truth.** — Betty 
Shirley, Doyle Dane Bernbach 



^^For household commercials, xre object to the 
xvomrn xi'ho looks like she's never had her hands 
in u'rtitT.'*— Catherine White, SSC&B 



•*//; most product categories it is more important 
lor a xuonian to be an actress than a beautiful 
model. She can be attractive, but she must be 
beliex>able.**—C\aud\a Walden, Grey 



ii'Fhere are areas xuhere the high lashion line is 
still a must, such as cosmetics and cigarettes.** 
— Maxime Marx, Norman, Craig & Kummel 
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Radio boosts New England's 'Child-Mild' weenie 



>- WBZ jingle changed taste of populace 
>- Quinn & Johnson planned ad campaign 
► Sales 34% more than for same '62 period 




Commercial extolls cne ounce of pepper 

WnZ's [cllci-ion K;iyc and several New England adiiiiiers ol the "(.hild-Mild" 
(.em 1-rank.s |)anse dining tlie radio campaign lo taste the i)i)|ndai- skinless liank 




Radio helped sales in supermarkets 

WBZ personality (^arl deSii/e (I) with |a<k lioriec k (i). (;KM l-r.inks sales mgr., 
disdiss ■■('In'Id-.Mild" siiuess story with Sto|) Is: Sliop manager Bill lYank 



A in New linglaiul (■onnoissciir in 
(lie weenie lieniisphere will tell 
yon instamh that "(^hild-Mild" 
(itM Kraiiks have captured the 
Iragrant imagination of both iiiop- 
pcis and scptiagenaiians, notably 
the lornicr, thanks largely to a 
WUZ, lioston, jingle. 

The jingle in (]iie.stion happily 
annonnces thai "only one oiiiKe of 
pepper is used lo season 5,(1(10 
Ciiild-Mild' (;K.M Franks." .And 
it appe.ns thai this xi'iir.sl jirsdmjt 
piece ol intelligence is one ol sev- 
eral (actors contributing to the 
zooming popiil.arity of this i)elo\cd 
hot dog. 

The success ol the "Child-Mild" 
fiank began two ;ears ago when 
the Colinnbia Packing Co. sought 
to increase its share-of-maiket in 
processed meats. With this in mind, 
it engaged the services of Oninn 
and Johnson .\clvcrtising, a new 
l>oston agency. Like any alert 
agency, it sought to discover anv 
new \ivtnes in the client's piodiic ts. 

"W^e belie\ed oin" skinless hanks 
were genuinely milder than those 
of om' competitors." said Jack r>or- 
leck, Colinnbia's sales director. 
"The moment we mentioned this to 
Oninn and Johnson, things started 
happening." 

The agenc y interviewed some 50 
hoiisewi\es, all mothers of two or 
more children li\ing at home. AVhat 
was the result? Mildness rang move 
bells than Icndcrncss, jiiiriiirs^, nil- 
href and other plus features attrib- 
iiteil to the weenie. With this infor- 
mation at hand, Murray Sherman. 
Colnmbia's production manager, set 
oin to make a better cpiality skin- 
less Irank, one so mild that consiun- 
ers immediately woidd taste the 
dilierence. 

r>oth the advertiser and agencv 
noted that many ol the top brands 
did indeed occasionally speak of 
their products as "mild" or "gentle 
spiced" but lew risked all on this 
single appeal. 

To bac k lip the appeal, the agen- 
cy came up with the title "Child- 
Mild." Said a company execiiiive: 
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"We Iniveii't ilic loggiest iiounii 
how one cleliiies (lliilcl-Nfikl,' but 
everyone now seems to know what 
it nienns.'" 

One ounce of pepper. lO pro- 

niote tliis single strong sales idea, 
the agenc) hegan using ;ni eflective 
connnenial one that called atten- 
tion to the one oinire of pe|)|)er in 
5,1)00 franks. Shortly alter tlie ra- 
dio connnercials jjenetrated the 
New Kngland households, sales be- 
gan jinnping. (;hain after chain 
began to stock "Clhild-Mild" anil 
belore long the jjroduc t was carried 
in such top-ranking New England 
outlets as A&P, Cohnnbia, Fernan- 
des. First National, George C. Shaw. 
Great Scott, Kennedy's, Star. Stojj 
Sho|i, Supreme, Tedesc i's and 
others. 

One week before .Memorial Day 
last year, WUZ's ])ersonalities be- 
gan extolling the lofty merits ol 
"Child-.Mild" some -10 times a week. 
'I he connnercials were introduced 
with a catchy sing-sing jingle but 
from then on each W'llZ personality 
was on his own. Working from fact 
sheets, deejays were encouraged to 
use their own persuasive tech- 
nicpies. Some played it straight, 
some poked fim. but tire over-all 
result was nothing short of remark- 
able. K.ach of the deejays had been 
taken pre\i()usly on a delux tour 
of the C^ohnnbia jjlant and shown 
how carefully "Chilcl->[ild" weenies 
were created. 

In the lall, (-ohniibia concen- 
trated its advertising dollars on two 
b'g cumjjaigns at Halloween and 
Thanksgiving. Halloween commer- 
cials reminded mcJthers of the sig- 
nificant protein content and other 
nutritional benefits and urged 
mothers feed their youngsters 
'Child-.Mild" before sending them 
(lut on the jjrowl for goodies. Ac- 
cording to all concerned, the satura- 
tion camjjaign on WliZ got this 
message across successfidly. 

"Child-Mild" soon became part 
of the folk-lore of the community, 
[n lioston, lor example, one heard 
-eferences that only the beef from 
ranc|uili/ecl cows was used to pro- 
luce this brand of franks. In sii- 
^ermarkets, oldsters were asking if 
(Please tiirti to page 68) 



Anything for a laugh 
(or a sponsor) is 
credo of Ohio twain 



A pair of zany radio comedi- 
ans who list sponsor-baiting as 
one of their favorite indoor 
games is rapidly developing in- 
to a potent sales force in 
Cleveland. 

The irreverent twosome of 
Jeff Baxter and Jack Riley who 
have been pricking a wide va- 
riety of balloons on station 
WERE's "The Baxter and Riley 
Show" since last July 4. The 
pair daily aim their satiric 
shafts at everyone from the 
Mayor of Cleveland to their 
own advertisers. One of their 
stock characters, in fact, is a 
refugee from Madison Avenue 
named Gates Mills who buys 
his cars in six-packs and rents 
the Ohio Turnpike for steet 
dances. 

The comics frequently ad-lib 
their commercials and some- 
times the results are some- 
thing less than businesslike. 
The sponsors don't mind how- 
ever. "These ad-libbed com- 
mercials have always been humorous, but most important, of 
course, they have sold our products," said a spokesman for Man- 
ners Restaurants, one of the program's first regular advertisers. 
"Manners," he added, "has been amazed at the tremendous success 
of the Baxter and Riley shows." 

While Baxter and Riley are wont to twit their own sponsor, they 
also are willing to give their all in his service. In the name of pro- 
motion they have been known to cling precariously to a roof-top 
clutching a case of Schaefer beer (see photos). 

It was for Schaefer, incidentally, the pair created what many 
Clevelanders consider their masterpiece of commercial art. To wit: 

/ tliiuk that xi'c s/iall ucvcr hear, 
A poem lox'riirr than beer. 
Tlic brru' tliat Joe's liar has on tap. 
With golden base and stioiry (ap. 
r/ir foamy sluf) I drink all day, 
Until tuy memory melts aicay. 
Poems are made by jool.s, I fear, 
Ptiit oidy Shaefer can make a beer. 




>L. .11 
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The Secret Storm - 

Profile of a 

daytime tv soap opera 




Two dispell aic .soj^mciUs ol Viiieri- 
(an socieiy — ilie haiil-hcadctl 
Inisiiic^.Mn.iii and I lie sod-boilcd 
c'f;.nlK"a(l — appear to sec eye to eye 
on ai least one sul)je(i, namely the 
day lime television seiial. Hoili are 
eportedly viewing with consider- 
al)le reverence the latter-day soap- 
ers. 

I'lobers seeking a motive for ilie 
enduring afieciion lavished on day- 
time serials i)y national advertisers, 
soon learn th.ii the iaitei derive 



Serials are adult and provocative 

The Secret Storm, Roy W'iiisor |)rodiiciioii on CJiS is a "top ten" 
daytimcr. (Upper 1) Roy Winsor, pres.; Joe Hardy, assoc. prod.; 
Hill Fraiirisi o. ass()<. piod.; Gloria Monty, dir. (Above) In 
rehearsal (1 to r): ( iec I.iiider, Don Calloway, C.loria Monty, 
Ray (.andoll, June (.raliam, Lucy I'rentis 



({tianiity pitis (irctilaiioii and as- 
loinidiiig viewer-loyalty from spon- 
soring serials. Moreover, daytime 
serials on television today arc gar- 
neiing high Xielsens. Shoidd the 
ireiid (oniiiuic, the networks will 
Ijclore long, olfer nighttime seiials. 
Xegotiaiioirs are piescntly under 
way. 

Says a top-iaiiking (d>S TV sales 
executive, speaking of the enor- 
mous popularity of The Secret 
Storm, a Roy Winsor product seen 
Mon.-Fri. (i to 4:.S0 p.m. EST), 
"When the advertiser latches on to 
a dramatic serial such as this he's 
buying the most homes for his ad- 
vertising dollar and at the same 
time getting a story thai is holding 
audiences with missionary fervor 
clay in and day out, a story surpris- 
ingly well written." 

Anti-intellectiials as well as intel- 
lectiials seem to agree that through- 
out today's crop of television seri- 
als runs a deep vein of professional 
and more iricaiiiiigful writing, act- 
ing and production values. In the 
case of The Secret Stortn, there is 
sheen and polish akin to that of 
the Broadway theatre; in fact, all 
the performers in the ten-year-old 
stem Ironi the Broadway stage. 
Notably principal playeis Haila 
Stoddard as I'aidine Fuller. Mar- 
joric Gaicson as Grace Tyrell and 
[amcs Vickery as Alan Dunbar. 
'T he Misses Gatcson, Stoddard and 
Jada Rowland, who plays Amy, are 
mciidjcrs of the original cast. The 
Secret Storm made its television de- 
but 1 February 1951 as a 15-minute 
serial. It was expanded to a half- 
hour in the siiniincr of 1962. Carl 
Hixby is the present head writer 
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Television serials produce 
loads of favorable mail 
and enormous viewer loyalty 
for sponsor's products 
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Hours of preparation 

Hig problem is noi lo use 
lOo niiiiiy seis bciaiisc ol 
liniiicd si>;uc. (Al)<)\e) 
Coffee lireak wiih actresses 
Mary Foskcit, .Nfarjorie 
Claicson, Haila Sioddard 
and direcior Gloria Momy; 

(1) "Fax on camera" Miss 
Foskeii and Miss Sioddard; 
(Below) Miss Momy. ilic 
director, in control room 
issuing insiriiciions lo 
cameramen, floor manager, 
hoom man, eic. 




and lie is assisieti by several secontl 
wi iters. 

Prepare for nighttime serials. 

lioih XHC TV and Cl'.C I V are 
piescnily airing d.iylime serials 
and Roy Winsor indicaicil that 
Ar>(; TV would be presenting a 
daytime serial, (icncral llospttal, 
in Aj)iil. 

There is no leason, serial sa\anis 
argtie, why the ilraniatic serial 
shotddn't pre\ail in the e\ening 
hoitis as it apjiarently does so suc- 
lessfidy today in Lnglaiul. Tbey 
cite tlx- « xtraoidinary j)oi)idarity 
of Coioiialion Street, twice weekly 
e\ening serial |)resented by Gran- 




ad.'i and the only program to stay 
ill first |)la(e in the tup 20 l AM 
latiiigs in liriiaiii. Nor (an one 
overlook Cdiii jxirt . the twice-weekly 
.serial teletast oxer the more hide- 
hoimd iaiilities ol the IJliC Like 
many ol our serials, li(»on(ilii)ii 
Slrcrl is prov ing an unusual exjjci i- 
eme loi Ilntish \ iewers, almost un- 
paralleled in Pnitish television, hc- 
(aiise ol iis tedmiial virtuosity and 
its "real advance in iruth. hiiinor. 
and ihaiaiter," as the liritisli press 
expresses it. 
' The strength ol the dramati( 

j serial is in its foim, Winsor con- 

i tends. "It is a continued stor\ about 

characters whose hopes, leais, con- 
fusions, and ambiiions stimulate 
I an identifying emotional response 

in the \ iewer," he ohscrx es. "Somc- 
' (haraiiers are basically good. 'The 

\ iewer sees such characters as an 
ideali/ation of himself. In the im- 




Daytime entertainment 

( I Willi tfinilin ( sl.ihh'slud and 
( mil 1.1 (iiglcs set. jx i foi iiiers arc now 
rca(l\ for aiiotlicr ilavliiiic show- 
(liottoiii) Siciic lioiii 'I'lir Scon Sloriii 
with Mary Fosketi and Jim X'ickcry 
as seen on t\ receiver 



moral or amoral charader, the 
viewer sees personal enemies who 
should he chastised. This \ ei y 
lad good versus evil — produces 
(onllitt. (loiiliict — plusieal ;ind 
emotional — is the stuff of which 
drama is made." 

Winsor and his (oUeagues main- 
lain that The Set rt'l Slonn , lar (mc, 
refle(ts the world in wliidi we 
li\e, "a world reiogni/.ed, we be- 
lieve, by everyone who can be at- 
tracted as \iewcis only if there is 
some growth in the characters wc 
present lor ilieir entei laimnent. 
'I'liese (liaracteis rellcci this world 
by their present and future behav- 
ior. They are not presented as 
steieotypcd |X'r.sonilications ol 
goodness — a woman exposed peri- 
odically to c^il ill the person of tlie 
wi( ked ( arpetbagger. Nor do they 
stagnate — a Poll^aniia beset with 
one larger-than-life problem after 
another yet never growing into a 
ri( her, wiser, or more produc tive 
liniiian being." 

No tumors on the brain. Gone, 
hir the most part, from today's 
serials are the interminable mala- 
dies and sicknesses, the endless 
surgical operations, the use of 
(rutdies, canes, plaster casts and 
surgical dressings. "There are no 
crutches in The Secret Storm," 
einpliasi/es William Franc isco, asso- 
c iate producer in the Winsor office. 

"1 here are no incurable diseases 
among the characters ])ortiayed, he 
says trium])liantly. Once in a 
while, a character will Iia\e a 
slight headache or come home ex- 
hausted. Alwa)s, there is a sen.sc of 
reality about the characters." 

What iiillnence, if any, do ad- 
vertisers play in the sior\ line of 
The Secret Slorm? "Xone." Fran- 
cisco declares, adding "iliey are 
marxelons about it." 

American Home I'rodiuts has 
been a sjionsor since its inception. 
The other— Cllie.seborough-Ponds, 
(>)lgate, F'rciuh's .\fustard, john- 
son & lohn.son, Ixver brothers. 
Nestle, General Mills — have been 
associated with the piograiii from 
one to live years. 

The Secret Storm lias been a 
consistent, top-rated series. The 
latest Xaiional Nielsens make it 
No. 9 among the daytime programs. 



P.otli Winsor and CllS sale.s 
point oiii that as a group, daytime 
.serials reach an audience of more 
than four iiiillioii homes per min- 
ute year-round. 'Fhe daytime serial 
gionp plays to an a\'erage ol '.)!) 
adult women per 100 sets; the 
weekday 10 a.in.-5 p.m. program 
average in this respect is 8.5 adults 
pel 100 .sets. 

In addition to The Secret Storm, 
GI'jS lA^'s roster daytime serials in- 
cindes As the World Turns, The 
Edge of Xight, The (•aiding Light, 
Loi'e of Life and Scare It for To- 
morrow. On NliC] T\', Yoaiig Dr. 
Malone, after a long life fades 
away April, to be replaced by two 
new serials, Ben Jerrod and Tlie 
Doctor. AliC. 'I'V will introduce a 
new daytime serial. General Hos- 
j)ilal, starting in April. 

Enormous preparation. What 
goes into the making of a 30-inin- 
ute daytime serial such as The 
Secret Slorm? As many as 12 
hours of preparation and rehear.sal, 
not counting the actual writing 
and editing of scripts. Each day's 
ac tiv ities begin in the Winsor office. 
Gloria Monty, director since its 
inception, meets at y:.S() a.m. with 
associate producer Francisco and 
oilier staffers. Miss .Monty, on this 
occasion, might learn the program 
schedule for two days hence has 
been jireempted. Emergency meas- 
ures must be taken immediately. 
Drastic cuts and revisions in the 
sc ripts must be made plus cast calls 
to alert performers to the new 
schedules. 

Major problem: six sets lune 
been built for the two day's epi- 
sodes but now only three can be 
used. Which best represent key 
scenes? Ten minutes later, with 
the aid of a floor plan in general 
manager Everett I5raclley's office, 
script changes are made and trans- 
lated into stage jiositions and 
iiioxxments for the actors inxolved. 

At !(:'15 a.m. tlie changes are a|>. 
proved by Win.sor. 'I'hirty minutes 
later, Miss Monty and cast members 
are starting the day's rehearsal in 
one of the rehearsal rooms at CBS 
T\"s Liederkran/. Hall studios. The 
rehearsal continues until I2:.S() 
when there is a 3()-ininute break 
{Flense tarn lo page 68) 
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Double-barreled promotion 

Spfctariilar car-smash commercials <arry Liberty Mutual message to general viewing ])iil)li<. Siuailer 
,iir<ui|) ol executives is target for business insurance, draniati/ed by injured, relial)ililal<il ^^el(l(•r 



Sharpshooting for a select target 



Insurance company hits blue-chip viewers 
Sports show yields well for Liberty Mutual 
$l^^-million budget is boosted 



nil' 



Aiicat pietc of selective tiiiiebtiy- 
ing came to light last week, 
when a national instiraiice com- 
pany took the wraps of! its cam- 
paign. Liberty Mtiitial of Bos- 
ton, revealed that for the past six 
months its been refining a small, 
rich lotle out of tv's mass-aiulience 
paydirt. The company handles 
many kinds of policy; one of them 
is business insurance against work- 
men's compensation. It's a lucra- 
tive specialty, but one which nat- 
urally hohls no interest for the 
general viewer and consimier. 

This type of coverage is bought 
only by employers: Liberty's trick 
is to have foiincl a tv vehicle that 
reaches a si/eable audience and 



also an imiisiial proportion of busi- 
ness executives, (iiven this advan- 
tage, the company has mounted a 
two-pronged campaign that's sell- 
ing aiito insurance to the general 
public, and compensation policies 
to the in-gronp of professional 
managers. 

The doid)le load is carried by 
ABC TVs Wide World of Sports, 
the Saturday afternoon network 
review. The show's giving value 
to Liberty because of its mass ap- 
peal, plus the fact that sports are 
the top week-end programing pref- 
erence among executives. 

Liberty's entrance into t\ was 
prefaced by small-scale tests con- 
ducted over several years under 



widely dilfering (onditions. The 
company's ad manager, assistant 
v.p. Robert Matiox, gives BBDO 
agency credit for the {actual plat- 
form which eveiuiially led to the 
network buy, and especiallv-, for 
picking the show. 

"The agency was ihe ke\ lo our 
siictess," Mattox aihrms. "They 
convinced us thai Wide World 
woidd go." 

Taking a chance. Remruing the 
compliment, accoiuit supervisor 
Richard .Mayes recalls that al- 
though there was supporting evi- 
dence, the tlieni bail gone along 
with an avowedly experimental 
recommendation. In tliat event, 
its success will probably nioilify 
some of the ad world's thinking 
about .service <ampaigns on televi- 
sion. 

Liberty's interest goes back sev- 
eral seasons, to tests in Svraciise 
when BBDO was using that mar- 
ket for its consimier paneL Hous- 



Sports show is best buy 

Weekend .ABC reviev\', IVide ll'orW of Sporl.s, carries insurance connnerfials. BliDO rccoinineiuled 
program because of si/cable autlience and liigli viewing by business execs (lor conipeiis.uioii policies) 





Using tv to sell a tv campaign 

Kicked for LiI)City Miiuial's (|iiarler ,spoiis<tr,>)liii) of ABC TV's W'ldr W'otltl 
of Sports, llic S.ruinlay alu'riiooii nclwork icmow was dd^cd (iiiiiii l)i<>a(lcasi 
l<> iiau'omvidi' \ii'wtis. Conipaiiv sales v.p. Melf^oll (1) willi nei cxccuiivcs 



loll was later picked for a trial rim 
u'itli sponsored newscasts, and 
Philadelphia was the site for a 
l)rief flinj; with local sports cover- 
age. Finally, network j)articij)ation 
was sampled through the Today 
show, with inconclusive results. 

The breakthrough came when 
client and agencv agreed on a full- 
scale test of network exposure, and 
Libertv signed for a short flight 
with .\BC's I i/^-hour sports pro- 
gram. \t this period, Liberty was 
interested only in selling auto in- 
surance, its leading consumer serv- 
ice, and the test in\olvecl four com- 
mercial minutes weekly between 
February and yVpril. 

\uto commercials, featuring real 
accidents staged by jjrofessional 
stinit drivers, created an immediate 
ies])onse among Liberty's .SOO-man 



|)ersonal line sales force. (All the 
coni])any's business is placed 
ihroiigli its own stall of direct 
writers) . However, the bonus was 
a cliscover\ that tv commercials 
were unrovering prospects for busi- 
ness |)olicies, which are handled by 
a separate sales grou|). Promptly, 
Liberty rushed into production 
two (iO-seconcl commercials on 
workmen's comj)ensation insurance, 
to be readied for September re- 
entry into tv. 

Supporting research. BHDO's 
media research confirmed that 
s|3orts viewing was unusually high 
among upper-bracket executives, 
and was further reinforced by the 
results of tv studies prepared by 
competing media. (One such, 
though BHDO didn't cpiote it, was 
conducted by Time, Inc. Its prob- 



ing of 1,1 20, ()()() |)rofessional njen 
ill industry showed that 68% 
watched tv on an average clay, 72% 
on Saturday and 80% on Sunday. 
\Veekend football and other sports 
were the outstanding |)rograin 
choice.) 

Liberty returned to ]]'i<l" World 
in Se|)teiiiber, with two commercial 
niiiiutes per telecast, increased in 
[aniiary to alternate two and three 
minutes weekly. Business and per- 
sonal insurance commercials are 
siiowii together on most jjrograms. 

Dramatic impact has been devel- 
oped in the business commercials 
on workmen's compensation. Be- 
hind this insurance. Liberty pro- 
vides many services — rehabilitation, 
industrial hygiene, accident preven- 
tion — which the agency has devel- 
oped into strong visual terms. 

The commercials make good use 
of such shots as a therapist massag- 
ing the arm of an injured worker; 
the elaborate face masks worn by 
Liberty industrial hygienists while 
measuring the air for toxic fumes 
and the stark jjictuie of a bottle 
of plasma ready for a worker need- 
ing transfusions. 

The current series includes the 
story of a welder who lost his left 
arm in an accident at the Texas 
plant of a Liberty policyholder. 
The injured man was sent to 
Liberty's Chicago rehabilitation 
center, outfitted with an artificial 
ann, trained to use it, and returned 
to work in his old job. He was re- 
stored to a useful life only 112 
clays after his accident. 

Graphic selling. By focusing on 
the injured welder. Liberty is able 
to clearly explain the importance 
of its rehabilitation center, a strong 
selling point in its compensation 
insurance. (Rehabilitation makes 
better business sense and better 
human sense than paying a man a 
pension for life.) 

At BBDO, Nfayes says it's been 
relatively easy to develop a graphic 
and vivid presentation because 
Li!)erty's story is best told in terms 
of its effect on people's lives. 

The agency team working on the 
campaign includes Martin V. Con- 
roy, creative director in the Boston 
office; Richard Mercer, the New 
York head of tv copy group; writ- 
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Blue-chip audience is tv's biggest viewer 



Family income 


Total homes 
(000) 


Tv homes 
(000) 


% of ^ 

penetration 


Lower (Under $5,000) 


21,160 


17,540 


83 


Middle ($5,-7,999) 


20,500 


19,260 


94 


Upper ($8,000 and over) 


12,590 


12,200 


97 


TOTAL 


54,250 


49,000 





(Source: A. O, Nlelsen/TiI!) 
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ers liilliiii^s Fiicss aiul Wilfred 
Copping; an directors Jack Golil- 
siuilli and Larry lierger. lUiDO 
has used six film lioiises for the 
series, including West Ck)asl nnils. 

"Altlioitgii hnsincss insurance is 
a (()nij)lex subjcd, and jjcrliaj)s 
dnll to tlie pulilic," says Liberty's 
Maitox, "commercials like these ef- 
fecii\el) show some of the real, 
professiomd work behind onr serv- 
ices." 

In fact, die commercials have in- 
terest for a big sec tion of the gen- 
eral viewing audience, because 
Liberty's compensation policies cov- 
er more than 3,G()(),0()() workers. 
"Even though our customer is the 
executive," Alattox explains, "it's 
good to lei employees know the 
kind of comjiauy that insures 
them." 

Liberty collects around SI26 mil- 



lion annually in premiums, and 
more than two-tiiirds ol this is 
earned by business insinance. The 
i\' camj)aign can ilieielore also be 
considered as a kind ol haid-scll 
(()r])orate c amjjaign. The com pan) 's 
vice j)resident and .sales manager, 
Winston Mcrgoii, jjoinis oni that 
"the commercials arc rcprcseiua- 
tive ol die whole comjjaii), since 
they tie in clillercnt departments 
such as loss jjicveniion, claims and 
sales. When shown logedier with 
auto insurance, on tiie same pro- 
gram, they present Liberty as a 
strong, responsible company." 

Direct benefits. This isn't mere 
theorizing. Apart from the direct 
sales benefit. Liberty reports that 
since starting its campaign, there's 
been a notai^le ellect in creating a 
better atmosphere for claims settle- 
ment, and, as a hinge benefit, that 



company lecriiiic-is on ilie cc)llege 
campus are having an easier time 
in getting the car of j>c>tcniial em- 
ployees, lias ilieic been a direct 
sales benefit? Liberty won't sj)ell 
out the details, since it look the 
risk of j)ic)iieeriiig and wants to 
rcaj) the full benefit before its com- 
petition catches on. Hut there are 
three lac is which shed liglu on the 
stitccss of its IV vent m e. I'irst is 
the simple measure of bnclgel. Lib- 
e!t)'s j)ic-l\' spending was aroniul 
Sl,2 1(),0()(), shared amongst newspa- 
pers (^1 1(),()()()) , niaga/ines, (S8()0,- 
()()()) , and miscellaneous promotion 
(S.H,SO,()0()) . The current ad budg- 
et is "about 50°', above these 
figures. 

Second is the ability of Liberty 
to measure with some j>recision the 
results of its promotion. Unlike 
(I'lrase hnii to fxige 45) 



Pretty "intern" learns the ropes 



There's a world of dillerence between radio and tv as 
taught in college classrooms and in the reality of 
coininetcial broadcasting. This can be cjiiite a jjrob- 
lein for students hoping to follow careers in the air 
media, but Westinghouse's KVW^ Cleveland, recently 
found a way to bridge the gap for at least one bright 
young newcomer. 

Nancy Lee Cotner, a student at Endicott Junior 
College, Beverly, Mass., contacted KYW last fall to 
propose a four-week "internship" at the WBC radio- 
tv outlets. Station officials considered the idea, de- 
cided it was a worthwhile |)roject, and signed Nancv 
on for a month of intensive training in all jjha.ses of 
station o])eration. 

Since her major interest was in local-level publicity 
work for radio-t\' station.s, Nancy's basic assignment 
was in the station's ]}.r. department, where she ivorked 
on program schedules, highlights, and local publicitv 
material. 

In addition, she worked as a program assistant on 
the Mike Douglas Show, a locally produced live 90- 
minute series .seen daily on KYW-TV. Buring her 
third week at the station, Xancy found herself in- 
\ol\ed in the station's emergency news ojjeration (the 
ne.wspapers were on strike) handling news of school 
closing!*, cancellations of organization meetings, shut- 
downs by industry, etc. She al.so learned the tech- 
nicpie of interviewing with the aid of a portable tajje 
recorder, and how a major-market radio station's rec- 
ord library works. 

Her comment on her experience: "Very beneficial." 
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^"''''^LO'DOWN 




FROM WKBW RADIO 



Buffalo, March 18— WKBW goes right on 
walking away with Western New York lis- 
tener interest . . . DJ's Jack Kelly. Dave 
Neavereth and Fred Klestlne have been 
doing it the literal way, leading bands of 
University of Buffalo students on 50-mile 
Kikes around Buffalo . . . they give the lis- 
teners telephone reports on their advertisers 
along the way . . . All 3 boys are in top 
training, thanks to the KB YoYos . . . That's 
the 50,000 watt basketball team made up of 
station staffers who have raised more than 
$5,000.00 for local high schools playing fac- 
ulty teams . . . The money goes for athletic 
equipment and band uniforms, etc. , . . 
Current team standings include four ties . . . 
and that's known as making sports history . . . 

Going from sports to suspense, WKBW lis- 
teners are on the edges of their chairs over 
the doing of "Linda Terwilliger, girl-girl" 
. . . Will Linda escape from the icy waters 
of Lake Erie? Will she survive a disastrous 
airplane crash? Will arch public enemy ^tl, 
Eldon Smash, be Linda's downfall? Tune In 
any tomorrow to any WKBW disc show , , . 
Linda, the station sweetheart, is on them all 
. . , the voice is wonderful and versatile DJ 
Dave Neavereth many and Eldon Smash is 
reputed to be a certain program director 
named Doug China . . . 

Some personable young fellow or girl is 
about to become Buffalo's best known peanut 
butter eater . . . Skippy Peanut Butter, that 
is . . . WKBW is searching for a youngster 
whose love of Skippy gives off the kind of 
glow that makes a winning peanut butter 
picture . . . Photographs are being received 
from listeners by the hundreds, and the pic- 
ture selected will be spread throughout 
Buffalo on bus advertising cards , . . 
Whether its a 50-mile hike or a peanut butter 
contest. WKBW makes the news that spells 
excitement to listeners and spells business to 
sponsors . . . Just ask your John Blair man 
. . . He has the story . . . 



TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



Enough ti) make your h;iii- <url, says the media crowil. as sibhiig 
ii\ah"y emerges during a i)uy lor a hair produd (ompaiiy. Agency's 
(;lii(ag<) and New Voik ljuyers are \\ing lor ilie best t\' avails. "Im- 
prove the sc hedule," the daily \vai( hworil, may soon he replaced l)y 
tiie (ry, "Pass the irancpiilizers." 

Seminar revisited: As an old diploma-carrying grad ol tiie IR TS 
Time lUiying and Selling Seminar, we decided to steal cpiietly into 
the second session ol the cmrent course to fmd out who's attending 
the session this time aroimd, anil why. Lnjoyed the lecture on re- 
search by K(;RA-'I'\''s (Sacramento) manager ol sales development, 
Roger C>)oper, who reseml)les t\- actor William Redhehl. Mr. Cooper 
was seenn'ngly imawaie he created a Dali-like image of a lesearcher 
when he stepped in Iront ol a screen on which a rating book page 
was being projected. Niunbers everywhere. 

Lecture concluded, we foinid the copious note-takers seated next to 
us were estimators from Mc (;ami-Erickson. First of the trio we cjueried 
was Alberto Mestre, who'd like to become a media hu)er. perhaps 
e\eiitually manage a tv station. George Alahoney, Jr., said his aim is 
to become a broadcast supervisor, and Ken Brandt \olimteered thai 
accoimt e.\ec with an agency looks good to him. All three said they 
had heard ol the coinse thiough their agency, jimiped at the chance to 
learn more about the business. W'c ne.xt encountered ]. Robert Figott, 
of the Xornian, (Jraig & Kiumnel radio tv business allairs department, 
lie was attracted to the course hy the notice in si'o.vsor (we liked him 
right away) and decided it sounded worthwhile, .\lthough his aim is 
not in timebuying. he's attending because he believes everything con- 
nected with our business is grist for the mill. 

\Villing to wait: Rosemary "to know her is to lo\e her" Rohmer, 
buyer on the Salada accomus at I I' ag & Provandie (Uoston). has sm- 
(Flcasr turn to j)agr 10) 




Pulse survey shows Kellogg's a winner 

lilair's v.|). 'riioiuas Unrrison (I) ])rc'seiits HInir award to I-eo Burnett men 
Roy Land (v.]).). Dan Scully (a.e.). and Hob Spaeth (supervisor-buyer) for 
Kcllog<^'s Coin rinkes sjxit judged one of " l op 10" radio connnercials in I'.S. 
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The calm, tranquil waterts of Woodlawii Lake, in the heart 
of San Antonio, reward boating enthusiasts with hours of 
relaxed pleasure. In this city of contrasts, three-quarters of 
a million San Antonians enjoy gondola rides on the romantic 
San Antonio River. . . thrilling speed boat rides in tropical 
Brackenridge Park . . . water skiing at nearby Medina Lake. 

Spectators wander through the hallowed halls of the 
Alamo . . . the beautifully preserved Spanish Missions . . . and 
the world's largest Military and Space Age Installations. 
All this and much, much more in one of America's most 
picturesque cities. Yes. it is great to live in San Antonio! 

It's Great to SELL San Antonio on KONO-TV ch. 12 
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ii.;iiiiiiiiiiiiiiiiniiiiiiiiniiiiniiii!iiiiiiiii 



WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 

liiliiliiiiiiiiniiiiiiiliiii;iii'iiiiiiii'' nrii:iiiiiiiiiii!:iii ' h iiiii'iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

RATES are rates the 
world over, and ours 
are competitive 
($22.50 for 3 nega- 
tives) 

BUT QUALITY is 

something else again 

.... ours is superla- 
tive 

And SERVICE is still 

another matter .... 
ours is unbeatable! 

mil: mil , . L.iiiiii;iiiiiiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiiiiiliiiiiiii:;»i!!ii> . 



BAKALAR-COSMO >• 
PHOTOGRAPHERS 

111 W. 56th St.. N.Y.C. 19 
212 CI 6-3476 
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Continued from page 38 




Henry Halpern 



prised lier colioits hy kcepiiij^ her skis under lock and key all winter. 
Report is she's holdiuff out lor some mild spring skiing this year. Not 
so with Aikwiighi's (New 'S'ork) Robert Hall buyer, Kob Kotiiinan, 
who travels to northern climes c\ery weekend lor winter skiing. 

Two-time wiinicr: Krin Hol/hauscr, biner at Cioodwin, Danneii- 
baiim, l.ittman fl- Winglield (Houston) starts her second term as pres- 
ident ol Houston C:hapier, American Women in Radio and Television. 

On the acl scene: Meet Henry Halpern, Siidler &: Hennessey's \ .p. in 
(barge ol marketing and media. Hank handles buys for such S&H 
clients as ()/on, Aiiecpiipt (slide projectors). Liberty Life, and Swiss 
National Tourist. He started his business caieer with the C.allup 
Organization in 19 H, joined Young &: Rubicani 
in I'J-H), and the Ward Wheelock Co. in l<»5(). 
Two years later he became \ice piesident in 
charge of marketing, media and research at 
Mac.Manus, )ohn S: Adams, and in l!)5!) was 
made vice president and director of marketing 
and media at Xorman, Craig &; Kummel. He 
joined Siidler fl- Hennessey last year as head 
ol their new department combining all mar- 
keting services of the agency— marketing plan- 
ning, media and research. He is very much in 
favor of the agency's policy in combining these 
ser\ices under single guidance, feeling that, 
"The ser\'ice function of any agency can best 
be i)erlormecl when all elements aie worked on together toward a 
common goal. In this kind of environment the client can best be 
given the service his advertising recjuires and deserves." Hank Hal- 
pern is a graduate ol C^olunibia Tniversity, and attended the graduate 
schools at N.V.n. and (ieorgetown Uni\ersity. He is a member ol the 
American Marketing Assn., and is listed in American Men in Science. 

Good news from DCS&S: 
Sam Tarricoiie, assistant me- 
dia director, has been elected 
\'ice president. 

A note from the coast: Re- 
placing round-the-world-trip- 
I)er lieiiiice "Brea/y" Rosen- 
thal as media director of 
Campbell-li\\alcrs San Fran- 
ci.sco ofhce is Robert F. iMar- 
c|uis, who lor the past six 
years has been media buyer 
ior Y&R's SF ofhce. As we 
reported in this column 4 
March, Breazy leaves 1 April 
on an extended tour of ja- 
pan. Hong Kong, and the en- 
tire South Pacific area. 

Agency ho])])iiig depart- 
ment: Ruth Simons has been 
named media manager of 
1". 1'. Walther. jr. & Associ- 
ates (lioston). Ruth was pre- 
viously with Doremus. 




J2m 




Through the air, a shillelagh 

Bates buyer Dan Monalian has WWLP- 
TV's (Springfield, Mass.) lOth anniver- 
sary on St. I'at's Day gently brought to 
his notice bv colleen Inielcia Staunton 
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PEOPLE-TAILORED . . . person-to-person SWANCO sta- 
tions, marking the pattern of their unique communities. 
Believable, professional, dynamic — that's SWANCO 
radio, tailor-made for the whole family . . . and, guaran- 
teed to "sew-up" a market area for advertisers. People 



who listen, like it 



people who buy it, love it! 




SWANCO 

IS 

PEOPLE-TAILORED 




IS THAT SEW? 







KRMG 


KlOA 




KQEO 


KLEO 




k robert e. 


tHt JOHN BLAIR ^ 


^ StAtlON 


TULSA, 


DES MOINES. 




ALBUOUEROUE, 


WICHITA. 




/ eastman & co.» inc. 






OKLAHOMA 


IOWA 




NEW MEXICO 


KANSAS 





SPONSOR/ 18 MARCH 1963 



41 



'COMMERCIALI 

critiqueI 



Analysis, evaluation, 
trends in tv/ radio 
commercials 



NOW AND AGAIN, A HOT ONE 



Nearly excrvonc nuiM In' lam 11- 
i.ir Avitii the lag ai ilic end oi the 
I'all Mall (oiiinicrc ial: X'oice 1 . , . 
"Ouisiaruliiigl ": X'oice 2 . . . "aiui 
the) arc mild" The line, w'lih ilic 
I wn-\'()i( c a|)])r(»a( li, is disiiiu iivc 
and cilcdixc. and lias hecn ltc'l|)iii<^ 
U) sell I'all Malls lor someiliiiig 
like 17 years. Ai iliis Kile ilaie, and 
onh now tlnriiibin,<> a ride on die 
lag-wa^on, ai the end ol each 



llie sleeping \ i(e-|iiesidenis . . . 
iliose that win oxer the andieiice 
to ilie adxeriiser . . . are lew and 
lar between. There seems to be 
a |)aiieit\ of iileas, hooks, giin- 
niiiks, weenies, somethiiij' iliat the 
listener tan latdi on to ami re- 
meniher with a ilcgree ol pleasure. 

Now and again along eonies a 
hot one that displavs imagination 
and oilers the parelieil eve some 




Why are some commercials good? 

I'lilikf Ills evaluaiiriii ol many coiniiicrc laU. the author l)elievfs this Kent s|)ot 
Heats lisH'iiers with "(onsideratioii — it has a (|iiiet a|>|)rr>a(h, wliidi ... is a 
|)leasiire.'" :is well as a to|) |)erloriiiaiue. Another, Hertz, has iinisic with a lilt 



Camel (ommeriial we hear, "(lom- 
lortahly smooth, too." I'his is pre- 
ledcd l)\ the "(Daniel is a real cig- 
arette" song. The tmic is so right 
lot the words and \iee-versa, ami 
the whole ellort exhihils snch a 
(lean and sterile ilclixery, that 1 
get the lecling the ingredients were 
led into a (ompiiter. It may be a 
gooil (igarette eommereial, but 
there is nothing 1 eaii find that 
makes one look h)rward to hearing 
it again. It is faieless, rather like 
an iminieresi iiig gnest whose looks 
yon (an"l ret ail the next day. 

(loiniiK r( ials that cause a llnrry 
in the trade . . . those that awaken 



entertainment as well as sell. A 
few ramlom examples are, IJeri 
ami I larry Piel; the (Chinese Jello 
baby; the (^hnn-King elevator 
.s(ene. On radio, (^hiipiita Banana; 
the original \ersion of (^ontailina's, 
"Who pnt those 8 big tomatoes in 
that iity bitty can-'"; Poor Miriam, 
no Iriiim; and some others that 
earned free publicity in the (ol- 
nmirs. It is a sad (Oinmentar) that 
the kind ol thinking that made 
snch commercials so acceptable has 
been almost entirely ilissipaied by 
those wimly orades I bronghi to 
yonr attention in my last piece. 
The Inn, the light banter, and the 



lonrage gently to kiil a suitable 
proihut along is mi.ssing, and so is 
the entertainment which insureil 
the sell. 

(I'li'd.sr turn lo (xigc 45) 

AUSTEN CROOM-JOHNSON 




Austen (aooiii-joliiisoii — bet- 
ter known as "Ciiii}>er" lolm^oii: 
bom ill England; Royal (College 
oi Music: iiicinher British Per 
lorining Right Societv; wrote lor 
London tlie.itre and HBC; . . .cre- 
ated, produced, .and pcrlonned in 
one ol its most popidar programs, 
"Soli Lights and .Sweet Music." 
Siibsccpienth joined XIU!; ])io- 
duced and directed many major 
network shows . . . scouted lor 
new star talent and was directly 
responsible lor bringing Dinah 
Shore to XBC:. 

In 11138 Ciinger Johnson joined 
lorces with .Man Kent, then one 
ol .Vincrica's to|) announcers, 
rhey launched their career with 
die most lainoiis jingle ol tlieni 
all . . . "Pepsi C:ola Hits die 
S])ot," Success won tbein the 
title. "Kings ol the (ingle" in a 
spread in LIFE. The |)artner- 
slii|) lasted lor eleven piofitable 
)fars. 

('■iiiger )oliiison has continued 
to specialize as writc-r-consultaiit 
in the musical conimeuial field. 
.\iiiong his award-winning el- 
lorts: Slinlton's "Old S|)ice" mu- 
si(;il ti acle-mark lor 10 ye.irs. 

Among the advertisers he has 
worked lor are; American To- 
bacco. Ford, Procter X: Gamble, 
(Jciicial Electric, Cliryder (airp.. 
National Biscuit Co., Kellogg 
Co., Corn Products Co. 
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I'll shoot any man or woman (with instantaneous Polaroid film) 
who comes to SPONSOR'S "Shoot Suite""2506 at the Hilton 



■/a 



I'll refresh any man or woman 
who comes to Sponsor's "Hospitality 
Sweet" (2506 at the Hilton) -■ 
all the sodas you can drink, 
all the snacks you can down 



Regular 1 Apr 
convention Issue 




I'll make the convention 
come to life for you whether 
you're there or not 



NAB Convention Special within 
1 April convention issue 




I II carry youi sales message to 
everyone who counts in the business 
... and at your option I'll deliver 
your message 2500 extra times in the 
Convention Services Special as a bonus 
from SPONSOR. An especially valuable 
opportunity for "service" advertisers. 
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YOUR AD IN OUR NAB 
CONVENTION SPECIAL 
IS A DOUBLE-VALUE BUY. 
HERE'S WHY: 



It will appear in the Convention issue, dated 1 April. It will be seen by people who go to the 
Convention via the pages of SPONSOR. 

It will appear also (at your option) in the Convention Services Special (2,500 extra copies), 
a separate book delivered to NAB Convention attendees at their Chicago hotel. 

It will work extra hard because of the excitement SPONSOR will generate in the Special as well 
as at the Hilton, Suite 2506. It will help build traffic in your Convention Suite or Exhibit Booth. 

It will work extra hard because of all the new excitement SPONSOR is generating. 

Cost? Your regular SPONSOR rate! The Convention Issue is a bonus to you from SPONSOR. 



SPONSOR, 555 Fifth Ave., N. Y. 17 

□ Shoot if you must this old gray head, but do it in instantaneous Polaroid. I'll be to your suite. 

□ The sodas I can do without. They don't go with that other stuff. 

□ I can't do without advertising in Sponsor's Convention Issue. Schedule us for page(s) 

Name 

Company 

Address 




44 



SPONSOR/18 MARCH 1963- 



COMMERCIAL CRITIQUE 

(Continued from page 42) 

Here is one that hopes to ride in 
on the crest of tlie (oiiiury-imisit 
and banjo apjx'al. "Vour I'ontiac 
dealer in\iies )oii to . . . Ilnrry on 
down to \\'i(Ie Track Town . . . 
\\'ide Track Town is Pontiac 
Town . . . Wide 'Track 'Town is the 
place to he . . . and the \\'ide 
Track Tempest is the car to see." 
The frenetic treatment accorded 
this solicitation lea\es me with 
serions doubts as to whether folks 
will show up in Wide Track 
Town. 'I be singers and the caller 
give oiu in loud and strident 
pseiulo-toimtry tones, and the o\er- 
all effect is anything bin in\iting. 
The audience is exhorted to "Hur- 
ry on down . . ." ad nauseam . . . 
to Wide Track Town where they 
can see the Wide Track 'Tempest, 
along with "station wagons and se- 
dans," which is rhymed with "and 
don't forget the 'Tempest Le 
Afans." We are also urged to "Get 
oiita here . . . \'amoose . . . Shoo!" 
Let's do so, by all means. 

I endorsed Hertz and Kent Cig- 
arettes in my first critique. Why 
are they good? 'The Hertz music 
has a real lift, an up-to-date feel- 
ing, and the Hi-Lo's. (iood casting 
and first-class jierformance — pro- 
fessional all the way through. Kent 
has a cjuiet approach, which is a 
pleasure, jihis a pleasing time; and 
the singing grouj) is just great. 
This commercial should wear well 
because, imlike so many, it treats 
the listener "kindly" for a change. 

In direct contrast is Chesterfield. 
'The tune attached to "21 Great 
'Tobaccos Make 20 VN'onderfiil 
Kings" is more than a little like 
Gershwin's "I Got Plenty O' Nut- 
tin' "... which title pretty well 
sums up this commercial. As of 
this writing the tobacco band ap- 
pears to have been retired from the 
fields, and some new, dull notes 
hnve been added to the latest line, 
"Chesterfield Kings Taste Great 
Because the Tobaccos Are." We 
are supposed to get hung up on 
this line and inquire, "Are what?" 
Til pass. 

Selling and Compelling: 

Salem Cigarettes: A pretty and 
haunting scene in a commercial that 
sounds and looks like Springtime. 

Northwest Orient Airlines: Real- 
ly nice group harmonies, and well- 



placed orientation with that gong! 
A trademark in sound. 

Trllcy's Tea: Simple, atiraciive, 
with far-away flavor of the Kast . . . 
and leficshiiig as a good cup c)f 
lea. ^ 

LIBERTY MUTUAL 

(C'.oniitincd from j>agc 37) 
other industries, an insurance coni- 
paii\ has lew variables alfeciiiig its 
sales. Ill this case, the product was 
ilie same, the sales force had not 
been increased, the marketing pat- 
tern was uiicliaiigecl, and the cllorts 
of competition were constant. Any 
fluctuation up or down would be 
directly connected to advertising. 
In this light, the third fact becomes 
the clincher: {oiiipany spokesmen 
baldly report "We've had the best 
sales year ever." 

Program changes. Liberty's suc- 
cess is even more a tribute to tv 
pulling power when it's recalled 
that Wide World has had its vicis- 
situdes. The show was pulled from 
a dominant Sunday slot to a posi- 
tion on Saturday, where it was 
temporarily weakened by running 
against football on another net- 
work: ratings suffered for a while 
but later picked up. Despite this 
interruption. Liberty's sales punch 
has not been deflected. (ABC re- 
ports a [anuary-February N'TA of 
22.3. By a projection of audience- 
composition figures cleri\ed last 
year, this gi\es the show an ecpiiv- 
alent of 27.5 among plus-$8,flO() 
family heads, and a 25.5 equivalent 
for college-educated I'iewers.) 

All ill all, the Liberty story is 
an excellent example of a multi- 
jiiirpose campaign within a com- 
mon carrier. General Electric is 
fulfilling similiar aims with its 
College Bowl, and American Cyaii- 
amid has somewhat analagoiis rea- 
soning behind its Alumni Qtiiz. 
Although the pinpointing of an 
upper-bracket sub-group in the au- 
dience is unusual. Liberty's not the 
only acherti-ser to have accom- 
plished this. Among the notable 
cases of canny timebuying was Field 
Enterprises' sponsorship of the 
19G0 NBC convention coverage. 
Most of Field's World Book sales- 
men are schoolteachers who turn 
an e.xtra dollar in summer recess: 
Field has the conventions tabbed 
as two shows which certainly would 
draw the \iewing of teachers and 
parents across the country. A mem- 



orable oil beat l)M\ was Oliii-.M.iilie- 
son's puichase of the lia<e for 
Sj)air (also an AI>C> show) : iradc 
talk at ihe time suggested iliat O-M 
was tr\ing to hit the nuiiierically 
small numbers of c i\ ilian and mili- 
tary experts who are ilie ultimate 
source of defense patronage. 

Liberty's success on iv can be ex- 
plained as a combination of several 
correct decisions. Basically, there's 
one grass-roots factor which should 
be significant to many ser\ice in- 
dustries. APiC"s daytime sales \.p., 
Edward lUeicr, has a matter-of-fact 
coiiiiiieiit: "A campaign like this 
pays for itself in extra business. If 
the program is at a time when the 
salesmen wouldn't normally watch 
tv — as at the weekend — then the 
company is getting an e.xtra clay's 
Work, eac h week, out of each sales- 
man." ^ 

WOMEN liTcOMMERCIALS 

{Continued from j>age 2*)) 
of woman for years: beautiful, un- 
realistic, and statue-like. 

Cigarettes are another field 
where idealism overtakes realism. 
'Teen-agers and people in their 
early twenties still look to beauty 
and fresh outdoor life — a walk 
through the sunny woods, a ro- 
mantic sailboat trip, a swim off a 
paradise island. When choosing a 
cigarette women are still young; it 
is this time the ach'ertiser is inter- 
ested in. In contrast, housewives 
are generally older, more cli.scern- 
ing, and research shows, more 
fickle in their choice of household 
product brands. 

Many casting directors, agencies, 
product advertisers, and large com- 
panies are recommending more 
naturalness. Procter & Gamble and 
Colgate, leaders in household prod- 
ucts, both put about 9 out of exevy 
10 dollars in tv, and much of it is 
being used on realistic commercials 
for discerning housewi\es. In fact, 
the trend has become so industry- 
wide, so popular, that a spokesman 
for PX:G's Gleem said "We're think- 
ing of getting out of die slice-of- 
life a])proacli into something else." 

Marilyn Samuel, casting director 
at ^RrR, sums up the general in- 
dustry outlook. " This evolution is 
continuously taking place. How 
long the trend will continue is 
hard to say, but there is little 
doubt in my mind that it is defi- 
nite." ^ 
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UHF STATUS REPORT 

(Cmiliiiitcd jioiii fxif^r 21) 
\eiiisers liavf ut'll ;« cepit'd 

iilif !>('(. iiisc l)(>()i stations (in 
Madison) a(k'(|uatel\ (over the lo- 
( al trade area." 

How many homes? Adxertisers 
(xtasioiially have technical (|nes- 
tioiis lor nil! operators on sndi 
ponits as |)i(ture daritv and inter- 
lereiue (oinpared to vlif. In gen- 
eral, however, the inlonnatioii 
soii!>lit Iroin iihl 1)\ the advertisers 
is the same as that asked oi xlil 



stations. Or so advertisers profess. 

Xo distiiKtion is made between 
It's and \'°s in making a national 
network bu\, noted a l'epsi-(A)la 
spokesman, because the message 
appears on whatever u's are alHli- 
ated with the networks. However, 
he added, local bottlers making lo- 
cal buys e\ahiate uhl diainiels on 
their particular merits. Their first 
eonsideration is tlie iniinber ol 
liomes readied and alter that it is 
progr.iining and other lac tors. 

A spokesman lot Lexer l5ros. 



said that there is no prejudice 
either lor or against u's. In terms 
f)l spot l)u\s, he said, it is merely 
a matter of buying the best im- 
mediate and axailable time and of 
reaching ilie optinunii people per 
dollar spent. 

yVnotlier top advertise! on tv 
said there was no prejiidiee against 
uhf, btu admitted tliat a n bny in 
an intermixed market depeiuls in 
large part on whether there are 
enough homes with converted re- 
ceivers tci jnstily the buy. 

At liliDO, said \ice president 
and media manager .Mike Dono- 
\an, uhf is considered lor a client 
on an ecpial basis with vhl every 
time. The decision is based on 
coverage, cost, programing and rat- 
ings, Donovan re])orted. How- 
ever, he added, tlie u's are olten 
hindered by low distril^ntioii and 
limited coverage. 

At Leo liurnett, u's constitute a 
small portion ol total t\ buys, but 
they are often used to fill in holes 
in a particular coverage area. 

lieing judged on the same b.-isis 
;is vhl stations ma\ not necessarily 
be the unmixed blessing it seems 
to be lor uhl. While it is true that 
the u's almost alwavs lia\e a nuuh 
lower rate card than their v com- 
petitors, this is betaiise their cov- 
erage is gciieralh' more limited. 
Achertisers, therefore, Irecpiently 
reject ii buys as inelfitieiit, ignor- 
ing wliatexer special merits an iii- 
dixidual u station ma\- have. 

"I ha\e not in recent vears iound 
any national achertisers . . . that 
are interested in anything other 
than luniibers like total homes 
reached," said William L. Putnam, 
president ol Springfield Telexisioii 
Hroacic astiiig Corp., which oper- 
ates three ii stations in the Spriiig- 
lielcl, Mass., \iciiiity. "That's all 
tliev seem to want to know," he 
continued. "They don't particu- 
larly care on what channel you op- 
erate or what the morals of the sta- 
tion manager might be, il there is 
integration of ownership with 
management, what your program 
polic\ might be, where the trans- 
mitter is, or anything tliat the FCC 
cares al)c)iit. .All tlie\ want to know 
is homes reached and costs-per- 
l.OOO." 

The price is right. The trouble 
with comparing uhf ami vhf on an 
exclusively cpiantitatix'e basis, the 




Young exec leads Kaiser into major uhf foray 

MUCH OF THE VIGOR and vi- 
sion behind Kaiser Industries' 
$7-million bid for five uhf sta- 
tions in the continental United 
States (three already have been 
granted) is personified in the 
organization's youthful phenom- 
enon, Richard C. Block, who, at 
the age of 31, joined the Kaiser 
Broadcasting Division as gener- 
al manager in 1958, just after 
the company's first facilities— a 
radio station and a tv station— had begun operation in Hawaii. 

Now a vice president, Block is directing Kaiser's broadcast- 
ing program toward the mainland. 

With two vhf stations currently broadcasting in Hawaii, and 
the uhf markets of San Francisco, Detroit, and Corona (in Los 
Angeles area) approved, Kaiser would realize the FCC-set 
maximum of seven stations upon approval of "u" channels in 
Chicago and Burlington, N. J., near Philadelphia. 

"Uhf offers a challenging new opportunity for serious broad- 
casters to provide much-needed freedom of choice to the pub- 
lic," Block says. "The new federal legislation requiring sets 
to be manufactured with uhf reception equipment can help 
bring tv to a full maturity." 

New interest in uhf, boosted by the proviso for all-channel 
reception and the encouragement given by FCC chairman 
Newton Minow, leads Block to believe tv programing may be 
in for some revision, 

"It will be based on surveys of local programing in areas 
where we will build," he said. "Demand for uhf viewing can 
be created, and possibly a whole new tv audience developed." 

To help create that demand, he would consider placing uhf 
sets in supermarkets and other public places to expose view- 
ers to its potential. 

Meanwhile, Block says, Kaiser is not abandoning the vhf 
field. The company is looking at vhf properties and am radio 
stations. Late last year it acquired KBAY-FM, San Francisco, 
as part of its current expansion. 
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How uhf operators see the future 

••/// our UKirkct, iilif has j>rt)vitlc(l the sfx-t ializrd scrtiicc thai 
u'tis needed to reiuli the Sixniish-.sjx'dhing lioiiie.s." 

EmiliD Nicolas, general manager, KWEX TV, San Antonio 
'"Uhj will l)riiio seleelhiily to television adverlisinn for the first 
lime in the lii.slory of the niediiini." 

Burt S. Avedon. KMEX TV. Hollywood 
"IIV feel tlial (all-ehiinnel leii^l.slalion) vcc/.i a hone thrown to 
nlif oj)erator.s to offset the deinlerniixl lire siliiiilloii. It will lielj) 
ill lime, but ii'ill never he llie sahuilion of an iiiteriiiixed mar- 
/{«'/." 

Robert M. Stough, station manager, WSBA TV, York Pa. 

'^W'lieii 7t'e find an intellii^eiil buyer looking for llie best values 
for Iiis client, we are usually able to gel a jxntioii of his budget." 

Hugh M. Smith, executive v.p., WCOV-TV, Montgomery, Ala. 
"IIV* do not feel that yon eaii droj> nhf stations in every little 
area that is available, heeaiise the advertisers . . . luill not buy 
(them) when they ran get good coverage from vhf stations." 

Fred von Stade, general manager, WKYT, Lexington, Ky. 
"II'///; national advertisers its a i/iiestioii of marketing a product 
or service. Most . . . kiion' tliat the fnimary objective of a Madi- 
so}i television advertising budget is to reach j>oteiiti(il customers 
ill tlie Madison innrket. I'hf and vlif jnovide jniniary service 
to tlie peoj>lc in tliese coiiiities.^^ 

Tony Moe, executive v.p., WKOW-TV, Madison, Wise. 
"//; a iilif market, the future for advertisers is easily as bright as 
any other tv market that is firiniarily dcl)eiideiit iijjoii tlie f)ower 
of television as an advertising iiiediiiin and the ability of the in- 
dividual broadcaster to serve." 

Arthur R. O'Neil, general manager, WSBT, South Bend 
^^Fort Wayne is an unusual market tlint is ideally suited for uhf. 
The 'trading' area fits tlie television coverage jierfectly." 

Reid G. Chapman, v.p., general manager, WANE-TV, Fort Wayne 
"/I// /(/(/ stations sliould. be coiisitlerably aided by all-clianiiel 
legislation xoith nia.xiiniiin effect three to five years after ma nil- 
factiirers start installing all-cfiaiiiiel units." 

Charles J. Truitt, general manager, WBOC-TV, Salisbury, Md. 
'"'Tlie only tiling we ask is not to be jn'ejudged 'as a nhf station' 
and therefore assumed not to be as sound or worthy a buy as 
our vhf couijietitor."^ 

Milton D. Friedland, v.p., general manager, Plains Television Stations 
"ll'c have always made the [loiiit that with equal research and 
dei>rlof)nieiit for nhf transmission and recejitiou . , . coufyled 
with toxi'er height and jxiwer com iiieiisurate with vlij, uhf is 
equal to tdif in signal l)rof)agoiida." 

William Thomas Hamilton, v.p. and general manager, WNDU-TV, South Bend Elkhart 
^'•Uhf may, if it is given a good chance to siin'ixie by the FCC, 
jnox'ide the basis of a truly coinfyetitive television system in all 
areas.''"' 

W. P. Williamson, III, assistant general manager, WKBN TV, Youngstown, Ohio 



u openitor.s a.sscrt, is tli;ii ii 
iiorcs one of the great virtues of 
nhf. Thai is, ii stations make tv 
time available to advertisers who 
otherwise would iioi he able to nse 
the iiiediinii. 

"In New \'ork, when yon think 
of a local advertiser xoii consider 
Macy's or Ginihel's," explained 
Allan Land, managing director of 
\VHIZ-T\' in Zanesv'ille, O. "In 
the Zane.svilles of our hig roinitry, 
there are many, many business peo- 
ple who do not have television 
available simply because the me- 
(limn generally has grown in large 
urban areas. A good example to 
lis is Springfield, Ohio — a ronnnn- 
niiy twice Zanesv ille's si/e. A mer- 
chant in thai lown has Colinnbiis 
to the east and Dayton to the west. 

"The niedimn his distomers 
spend more time with than all 
others combined is just not a\ail- 
able to him miless he can pay the 
price for either Colinnbiis or Day- 
ton tele\ ision .-ich'ertising, which 
makes it cjiiite rough. . . ." 

The nhf operators feel that their 
medium, with its sharply defined 
market, local orientation, and com- 
jjaratively low rate cards, is the ob- 
vious answer to this dilemma. 

The all-channel bill. Surprising- 
ly, most of the nhf operators are 
not very sanguine about the all- 
channel legislation. Nearly half 
of them expect no help at all from 
the bill and another third believes 
that whatever assistance it may of- 
fer will be a long time in coming. 

Operators in iihf-only areas 
point out that nhf ownership has 
I re'ched near saturation in their 
1 nr-rkets already, so the new law 
I will have Utile effect. The same is 
\ true of intermixed areas with high 
I conversion rates. Said Richard 
I W. Florea, assistant manager of 
I A\'TAF-T\', channel 31 in Marion, 
1 Inch: "New set sales are currently 
t rnnning !)0% nhf-ecinipped in this 
} market. Thus the legislation will 
1 cause only minor change here. 
\ However, we anticipate it will help 
Madison Avenue's thinking on nhf, 
partitidarly in intermixed areas." 

Other interniixecl operators re- 
ject ihe all-channel remedy as too 
little and too late. Stronger medi- 
cine is needed to keep them going 
' they maintain — and that medicine 
is deiiuermixtiire. Since they are 
unable to compete with the vhf 



stations in their markets, and since 
competiti\e leleNision is the goal 
of the K(;C, the intermixed opera- 
tors reason the best, if not onh 
soliuion is to force the \lif stations 
to convert to nhf facilities. This, 
ol course, is a bitter pill for the v 
o])erators and the F(X; has at least 
temporarily set it aside. 

It will be some time before the 
elfects of all-channel tv can be 
analyzed. James H. Hidbert, man- 



ager of the N.MVs department of 
broadcast management, predicted 
that it probabh will take initil 
VM'l to have all-channel sets in 
10()"p of the viewing homes. If, as 
seems likely, mainif.-icim-ers con- 
tinue to sell vhl seis oni of inven- 
tory after ilie Hlfi-I deadline, com- 
plete conversion to all-chaiuiel will 
take even longer. 

On the other hand, all-chainiel 
legislation seems to be a fresh 
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I*l<in now to attend 

IEEE s special 

TV 

Symposufm 

Wc«liies«lay, Marcli 27, 
2:30-5:30 p.m. 

iMoi'so Mall, at llie roliseimi, 
\cw York 

Hear tlice 5 lerlinical papers: 

The Soiilli Carolina KTV Slory 

Pan 1 : R. Lynn Kalmbark, General 
Manager, Soulli Carolina ETV Cenler 

Pari H: W. R. Kniglil, Jr., Chief En- 
pinerr. Bell Telephone & Telegraph 
Co. 

\ ou will xiew Educational TV on a 
wide screen via closed circuit direct 
from Columbia, S.C. liolh studio and 
classroom will be seen in actual opera- 
tion. 

Coiii|tc>iisatioii lor nronouts 

ill TV Magnetic Tape Recording 

I. Moskoviiz, Mincom Division, Min- 
nesoia Mining & Manufacturing Co. 

New Y«.rk City's UIIF TV 
Project Reports: 

Mobile Field Sironglli Measureiiienls : 
Daniel Hullon, FCC, \^'ashinglon, D.C. 

Anal.vsis of Measureiiienis & Ob- 
servalions : 
George Waldo, FCC, Wasliinglon, D.C. 

Chairman: Arnold B. Covey, AT&T, 
New York 

Organizer: Clure Owen, American 
Broadciisting Company, New York 

]usi one of 54 worthwhile technical 
sessions at IEEE's International 
Convention & Exhibition in New 
York. March 25, 26, 27 &■ 28, at the 
Coliseum & the Waldorf-Astoria 
Hotel. Admission: Members $1.00; 
non-members $3.00. Minimum 
age: 18. 



l)U'ivc lilt' M)iiiculMt \v;i- 

icrs of ulif. The lompo of appli- 
caiioiis for iilif (Oiistnu lion per- 
mits has |)i(ke(l up (oiisidcrahly 
^ilu(' tlic bill was passed — some 2!) 
.ippli( atioiis iiavinp; been received 
by the 1"C(] in faiuiary alone. Some 
major economic forces are moving 
into tile field. One is Kaiser Iii- 
chislries. which lias begun idif 
broadcasting in San I'ranciscci, De- 
troit, and l.os Angeles, and will 
soon begin operations in or near 
(ihicagc) and IMiiladelphia. Anoth- 
er is Don Kniilio A/carraga, a lead- 
ing Mexic an radio 'tv magnate, 
who is operating Spanish-language 
iihf stations in Los Angeles and 
San Antonio, Tex., and is planning 
three more in major U. S. cities. 

Foreign-language appeal. I his 

last group of stations slionlcl be 
examined with some attention. 
Many observers believe that it is in 
the field of foreign-language broad- 
casting anil other special markets 
that idif can realize some of its 
greatest growth potential. A sta- 
tion snch as K^\'K\- r\', which 
aims its programing at the Spanish- 
speaking ])opnlation of San An- 
tonio and to an audience just 
across the .Mexican border has its 
own special market. It is not com- 
peting with \hf stations and suf- 
fers no loss of drawing power, as 
many nhf stations do, because it is 
not alliliated with a network. 

C.onnnuniiy antenna television 
presents an interesting problem for 
nhl. Some ii operators regard 
("lA'l'V as an anathema because 
they bring high-powered \lif jjro- 
graniing to ulif territory and lure 
\ iewers awav from u channels. liui 
nhf progrann'ng can be beamed to 
(;AT\' Systems' too. W'DAT-TV in 
Scranton. Pa., is on a total of 90 
systems, giving it 13(),0(t(l iv homes 
in addition to its primary coverage, 
riie station says it is the world's 
largest feeder i\ station to C.MA' 
systems. 

In Washington last week, a new- 
group called the "("ommittee for 
the Fidl Development of VHY 
Broadcasting" met for the first 
time. The membership of the com- 
mittee includes representatives 
Ironi government, consumer groups, 
t\ manufacturers, stations (both 
nhf and vhf) , acKertising. labor, 
engineering, and retailing. 

Participants entered ilic meeting 



loom uitli uidel) di\ergeni alti- 
tudes toward ulif. Some uiidoiibt- 
edly felt that in iniplemeni ing the 
new all-channel law they were 
about to usher in the period of 
wide growth for nhf that had l)ecii 
promised for more than a decade 
but somehow never inateriali/ecl. 
Others ])robal)ly felt the iiiecliuin 
gave no sign that it had any inten- 
tion of increasing its forward gait. 

What is the cause of this am- 
bivalence over iilif? A short look 
at its history provides the answer, 
I'ollowiiig a freeze on new t\' sta- 
tions, the in 1052 allocated 
l,i''ir> ulif stations in a mo\e cal- 
culated to provide a fully-coinpcti- 
tive national television system. The 
number of allocations has since 
been increased to 

1 he idea was a good one, 

but it didn't work. As of 1 Janu- 
ary there were only 113 "u" sta- 
tions broadcasting compared to 
ISO "\'s." .Many "u" channels that 
began operations ha\e folded. Less 
than 10'^^ of the IJ. S, population 
li\'es in areas receiving ulif broad- 
casts and, of course, not all of these 
people have uhf receivers. Produc- 
tioa of uhf sets continues to run 
under lO''^ of total sets produced. 

The nhf movement seemed un- 
able to make much headway 
against the entrenched \ 's. For one 
thing, u stations operate under cer- 
tain technical disadvantages — their 
signal ch)es not extend as far as 
\lif with the same power, they arc 
subject to interference from ter- 
rain features and need Hat o])en 
land for optimum operating offi- 
c iency. and they recpiire a higher 
power input. Moreover, most iv 
sets were ecpiippeil for \lif recep- 
tion oiih. To receive u bioadcasts 
recjuirecl installing a converter or 
buying a new, more expensive set. 

This, then, is where uhf stands 
today. Where does it go from 
here? l^iicloidjtedly it will con- 
tinue to grow — FC(^ support, if 
nothing else, will ensure that. Vn- 
doubtedly it will continue to suffer 
growing pains — how se\'ere they 
are will depend in large part on 
what the operators themselves do 
with their opportunities. Hut it 
will take time, at least a decade, 
before the role of uhf in L'. S. tele- 
casting can be defined with any 
real prec ision. ^ 
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Tho Federal Trjidc Coiiiiiiissioii may Mind up in tiic Siiproiiic Court in Imo 
different eases. One has applieation to all udverti.Hin<! media, the otiier to televi- 
sion. 

Ilie rSew Yolk District Court turned dov/ii an FTC hid for an injunction against Bavcr 
Asjiirin claims based on an FTC-financed test. The court not only refused the injunction, ])iit 
tOASed in eomnients to tlie effect that the CoinniiiS.vion was \vron<; on the merits of 
the ease. 

While the injunction is a seldom-used route, and was regarded only as a tool for use in 
case of drugs presenting a clear danger, the precedent prol>ahly will not he tt'Sted. FTC 
will likely go ahead with its usual processes of hearing-in-order-a|)peal before full commis- 
sion. 

If tlie FTC persists in ruling liayer ont of order, Sterling Drug will undoubtedly 
go to the courts after its New York victory. FTC staff is so angry over Bayer claims it would 
undoubtedly press for an ap|)eal to the Supreme Court, if the Commission loses in the lower 
courts. 

FTC appears to have delil)erately set up a Supreme Court test in the Colgate 
"shaving sandpaper" eommereial in the second of the eases. 

It wants to push through a precedent under which it can outlaw any TV commercial us- 
ing props for the real thing if the real thing won't do on TV what the props purport to do. 

If the demonstration influences ])eople to buy. it won't matter that the prodin-t will 
in fact do what the eommereial demonstrates. Illustration given in the decision was 
that false claims to have the Good Housekeeping Seal of Approval are outlawed even if the 
product eoidd do what the advertising says and could get the seal. 

This ease has been in court before, and the FTC's first decision against Colgate 
was thrown back at the FTC on the grounds that it was too broad, might prohibit use of 
all niockups. and wrongfully banned all future transgressions without waiting for the trans- 
gressions to occur. 

New decision appears etjually broad. FTC personnel privately say it has merely 
been smoothed down legallv to withstand court challenge. They add that they would welcome 
a Supreme Court test. 

Death of the VIIF drop-in and a strong re-affirniation of FCC determination to 
push UIIF has eonic in a single decision. 

FCC voted tentatively against 7 of 8 of its own proposals to put a third vhf station in 
major markets at substandard distances. Only Oklahoma City's third \hf carried, and this 
was a switch from a nearby town. 

Though it is conceded that the all-channel set law can't be of much aid to uhf stations 
seeking to compete with vhf for at least several years. ABC will have to wait for as long as it 
takes to have a third station come on the air not only in the seven markets, but in any other 
important markets similarly situated. 

Kenneth Cox may finally take the place of T.A.M. Craven as an FCC commis- 
sioner this week. 

Kven so. Craven will have served a month and a half beyond his scheduled date for re- 
tirement. 

Between the time it was announced that retirement age would not be waived for Craven 
and the time Cox actually takes over, nothing has come up that substitution of the Cox vote 
for Craven's would have changed. (Maybe it was purposely enginering to be that way.) 



SPONSOR/18 MARCH 1963 



49 



SPONSOR-WEEK Advertisers & Agencies 



(Conlinnccl l)0)n [jagf II) 

Tv getting too arty, warns Mogul 



"Self amioiniL'd aposile.s ol ( rea- 
are lalkiiig ilie sui)jeci into 
ilie ground nniil \\'e'\c lost our 
|)ei"s|>ecii\e. and wiiai's worse, otn 
sense ol \alues." 

Eniil Mogul, who helms Mogid 
W'illianrs i<- Sa\loi and is well- 
known foi his hartl-liiiiing, com- 
mon sense ;i]j])roach lo acherLismg, 




Emil Mogul 



lold ilie \d\ciiismg i'Aub ol Faii- 
lield Couni) sonieihing which 
lends Id raise eyebrows in this 
< reau\ ii\-<<)ns( ions ago: ad\eriising 
may he geiiiiig dangerousl) close 
to art lor art's sake. I lie major 
danger, said Mogul, lies in "enier- 
laiiiing I he s.iles message to a 
sj)eed) (>0-se< c)ii(l death." He also 
warned against mi.splaced and mis- 
guided humor as a source ol ii 
laiation to viewers. 

X'iiiuall) taking <i swing at the 
modem t\ sales spcTtiiim Irom 
l>crt and Han) to ,Su/) I'arker, 
Mogul said thai hea\) reliance on 
iion-achenisiiig showmen ma\ "ne- 
gite the basic aims of the coimiiei- 
cial. which is to iiiloim the audi- 
ence ol the I rod net's a\ail.ihilii\ 
inci su|)ei ioi it) in as compelling, 
believable, and most iin|)onaiit, in- 
teresting a |Jifsein.ii Ion as it is pos- 
sible to |jic)cliue." 

Hol I ywoc)cl-l)i and showinaiishi|) 
shoidcl be used as a setting lor the 
advertising nics.sage, not .is a sul) 
stitute lor it, said Mogul, puitiiig 



ill a last plug for his own phil- 
o,s()|)h\; "Sound, logical copy based 
on a coii\ iiiciiig reason — wh\ plat- 
lorm is still one ol the most etlec- 
live wa\s to approach a conmier- 
c ial." 

Bayuk, Brown Shoe 
face FTC fire 

It was rough sailing in Wasliing- 
loii. I).(;. lecentlv lor two big 
broadc ast ach erii.sei s. 

Ila\ing some trouble ol its own 
regarding FIT! probing of its pric- 
ing practices. Ilavuk (.igars inher- 
ited a similar headache in its sidj- 
sidiai y. M.isoii, Au R; .Magi nheimer 
Clonl., <icc|uii eel in l'J()l . 

FH, ruled to disregard lecoiii- 
inendatioii ol hearing examiner to 
drop complaint ng.iiiist ihe cand) 
inaiuilac tiirer. "W'e are nc)t per- 
suaded ih.Tt since a consent cease 
and desist order is alieadv ouisland- 
iiig ag.iiiisi Ha) uk, it's unlikel) ihat 
this cor|)oraiion will permit its 
wholly owned subsidiary .M.tson t<> 
embiass it b) practices violative ol 
the Robinson-l'atinaii .\<t." 

Ilrowii Shoe C^o. ran ujj against 
l'"r(i denial ol company .irguiiients 



on the non-collusive nature of its 
Independent Retail Division's pro- 
gram. Accoi cling to lirowu, the 800 
retailers involved can and do carry 
shoe lines other tli.m lirown, exei- 
ci.se tlieii own control over pricing, 
and, if the\ do carry lirown ex- 
dusivel), it's because they sold bet- 
ter and Or because dealers believe 
in concentration of brands as .1 
mere lianclising concept. 

Advertising is creature 
of high living standard 

lienion &: liowles chairman Rob- 
ert E. Lusk traces ihe history of 
aclveiiising and describes the op- 
erations of a modern agency in an 
article written for the Kiic yc lopedia 
Intel national, which is being |jul)- 
lishecl bv Grolier, Inc. this month. 

Lusk lincfs the origins of adver- 
tising in achei I isenienis lor goods, 
services, circusses, and gladiatorial 
combats on walls, along roads and 
c)\er shops in ancient Clieec e, Rome, 
l>ab\ Ionia, and EgyjJt. 

In his aiiaKsis ol mifdern adver- 
tising, the VM'i cli.iirman discusses 
the acheriising nieclin, achertisiug 
costs and the \ ariecl activities and 




Sponsor meets with sluggers on broadcast coverage 

Representatives of Ameiican Tobacco, one of the sponsors of Houston Colt .45s baseball games 
this season, talk things over with outfielders A! Spangler and Carl Warwick at seminar for all sta- 
tions hooked up in the radio-tv network. Here, l-r: Spangler, Al Monahan, J.D. Amason, and Warwick 
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AltC - TV 

in the 
Nation's 
9th jftarhet 




hTi't. TelevisiaMt 2^ servitug 
greater St. Lauis ^"fmateivag lo The 
SpeBce Age"' ^ prautlly €MntBaunces the 

appai/Btme/Bt o/ ##-#! Televisian^ fnc, 
as exclusive BBatiaiBal represetBtatives^ 
effective March t903 
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[iiiiciions iIkii are iii.iiiiuiincd by ;i 
model n ngeiu\ 

l.usk nlsi> assesses ilie role ol 
\eilisiiif!; in the sooal smiciiire ol 
tlic I'liited States toilay. ''.Adveitis- 
iiig, " lie asserts, "is licil < losely to 
\iiieiica's staiulai'd ol lixinj;;, but 
it is the creatine, not the cause, of 
this iiigli li\iiig standard. In laci 
pan of tlie cost ol ad\ertisiiig nia\ 
be legardetl as a growth cost of 
helping to ad\aii(e this living stand- 
ard to ever liighei goals." 

Heavy tv bow for Lysol; 
Carnation goes spot radio 

\]>i il will see ilie national debut 
of a new jiiodnct from Leliii S: Fink 
and a new label, first siiue 1918, 
from Carnaii<)n, both backed up 
with hea\y broadcast exposiiie. 

\fter three years of exiensi\'e 
test marketing, Lehii &: Fink is 
reaily with its 1 \sol Spra) Disin- 
fectant. Exce|)tioiially powerful 
night and dav network tv will in- 
chule 20 ])i inie-tiiiie shows on all 
three networks and 1 1 daytiniers on 
\I'.C TV and XISC 1 \'. Daytime 
tv spots are also sthednled in key 
iiinrkets. 

Coast-lo-< oast spot radio in four 
languages is backbone of Carna- 
tion Evaporated Milk's campaign 
to iiiirodiice a new label, which 
adds color to the traditional Carna- 
tion red and white. Six network 
t\ shows will also be used lo loiiiid 
out the broadcast side of the 
laiiiicli. 

A.C. Gilbert ad budget 
upped to $2.5 million 

The A. C. (;ilbei t Co., toy iiianii- 
fac tillers, will c|iiadriiple its adver- 
tising budget in 19t).3 to S2,5()0,nOO, 
Ueiijaiiiiii F. Moats, Jr., ie\ealed 
last week. The budget is the larg- 
est in the (onipaiiv's 51-year his- 
tory. 

Some 75% of the 1%3 ad budget 
will be invested in network, spot 
and syndicated tv. The remaining 
25'^ will go into prim. 

C.ilbert's tv plans iiuliule spon- 
sorship of the Mr. Ed show on CHS 
and syndication in local markets ol 
Sgl. Preston. The tv campaign is 
scheduled to get under way on 15 
Sept., considerably earlier than the 



A Family Affair 

Here's a switch to catch 
the fancy of contest-consci- 
ous companies: flouting the 
oft-quoted phrase "not open 
to employees and their fam- 
ilies," Aluminum Co. of Amer- 
ica created a sweepstakes 
exclusively for— its employ- 
ees and their families! 

And the familiarity didn't 
end there. Focal point of the 
contest was the company- 
sponsored network show "Al- 
coa Premiere." 

Prizes, including motor 
boat and matching trailer, 
went to the 13 Alcoa work- 
ers with the most stimulating 
sentiments on how the pro- 
gram and its commercials 
stack up against the compe- 
tition. 

^1 ■ ., ^ 

t<)\ conipnny has entered the me- 
dium in previous year. 

Moats noted that "this heav\ 
penetration ol all markets through 
television is most desirable because 
of the \ast niimber ol new to%s we 
have developed that lend them- 
selves so well to television presen- 
tation." Gilbert has expancled it» 
lyti.'S line to a record 307 dilTereiU 
tovs. 

RCA puts record push 
behind color tv sales 

RC.\, which has traditionally 
carried the jiroiiioi ioiial ball as far 
as color IV set sales are concerned, 
is more deierniiiied than ever to 
light a fire under the receiver mar- 
ket. 

.\ look at March- [line advertis- 
ing and sales promotion plans from 
the sales subsidiai) indicates added 
niiiscle Hexing. RCA will spend 
"substantially more money" on col- 
or t\' in its print advertising than 
in the first half of 19G2, according 
to acheriising and sales ]>roniotioii 



v.p. |. M. Williams. Radio, tv, 
and newspaper schedules in local 
markets will be generated through 
new (ooperaiixe advertising nrate- 
rial Ijeiiig supplied to RC/\ \'icior 
distributors and dealers. 

Ad Council elects board 

In addition to naming William 
R. IJaker, i hairmaii, (see iiews- 
iiiakers) , the Advertising Council 
elected as vice chairmen \lbert L. 
Cole, general business manager, 
Reader's Digest; and George M. 
Gribbin, Y&R borird cliairinan. 

1 lie lollowiiig board ineinbers 
were elected: Cliailes E. (Ilaggeti, 
Gardner chairman; Donald S. Frosi , 
Hristol-Myers \ ice presicleni: Rob- 
ert M. Clanger, D'Arcy chairman; 
William l.ittleford, liillboard pres- 
ident: Herbert R. .Mayes, McCall 
president. 

Advertisers 



The Ill-year-old San Francisco 
(iliirardelli Chocolate (^o. will ex- 
pand into the national market as 
a result of its purchase by Golden 
Grain Macaroni and the appoint- 
ment of Fletcher Richard Calkins 
X; Holden to handle the account. 

lUidget lor the national expan- 
sion liasn't set been set, but Golden 
Giaiii has been spending around 
S3. 5 million a \ear through Mc- 
C^-inn-Erickson's SI" office, which 
will roiitiinie to handle that busi- 
ness. 

Ghirardelli, a family-owned firm 
tlirougliout its history has been a 
San Francisco landmark since the 
gold rush days, when it was 
founded by Domingo Ghirardelli. 

\iiiiual sales run about S3 million. 

\d ]>laiis are said to include strong 
radio and tv (ainpaigns. 

First annual conference on con- 
smner advertising was held 8 March 
at the Hotel Commodore (New 
York) by the Advertising ^Von1en 
of New York. Keynoter Jean ^Vade 
Rindlaub, v.p. and director, BBDO, 
s]M)ke to women consumers and ad 
women. The latter dominated the 
morning session; consumers led a 
|>anel di.scussion in the afternoon. 

Luncheon speaker was Charles 
H. Riitledge, manager of inforiiia- 
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lion services in f;ciicr;il ;i<lveili.->iiif; 
proiiioi ion lor (hi Pout. 

Rweiii i-iiling by Federal Jiidf'e 
Arcliic O. Dawson is qiiiic ii victory 
for Sterliii_i>; I)rii}{ and a setbark for 
FTC;. 

Dm^vsou denied the FTC rc<jiiest 
for a ))reliiiiiiiary iiijiiiictioii agaiiisi 
Sterling and its agencies in connec- 
tion ^villi liayer As])iriii ads based 
on a coniparai ive sindy of five anal- 
gesic products reported in ilie [otu"- 
nal of ihey\MA. In a 15-|)age deci- 
sion Dawson ruled that there is no 
statement in the advert isenient that 
is, jjcr se, false. 

On 7 February, fudge Sidney 
Sugarnian had denied (^onnuis- 
sion's motion for a temporary re- 
straining order ])en(ling this hear- 
ing. 

The Museum of Modern Art held 
a special screening for members of 
the tv-advertising industry last 
week, featuring tlie 54 tv cominer- 
cials selecte<l as pan of tlie cur- 
rent t^' retrospective "TelcAision 
U.S.A.: 13 Seasons." 

It ^\'as the oidy lime that the 
commercials ^vere shown together, 
the usual practice iieing to run 
them individually as ])art of the 
program vetros])ective. 

New ])roducts: Healtliknii division 
of Standard Knitting Mills expand- 
ing its line of winter weight under- 
wear to include three-layer insu- 
lated mulerwear for men. 

Kellogg's animal kingdom gi'ows: 
Newest cartoon series in the Kel- 
logg (Burnett) syndicatetl series 
lineu|) is AVoody AVoodpecker, a 30- 
minuie series which will debut in 
Kellogg markets this fall. It's pro- 
ducetl by AValier I.aiitz for Ihiiver- 
sal Pictures. 

Looking forwar<l to: The 17th An- 
nual We.st Coa.st meeting of the 
ANA, 1,5 A]>ril at The Riltmore 
Hotel, Santa Barbara. Featured 
S|)eaker is Alan Stoneman, Purex 
president, speaking on "AVhat Corp- 
orate Management Expects from 
Marketing and Advertising Peo- 
ple." Also on the agneda: Fairfax 
Cone on "AV'hat Advertising People 
Should Ex|)ect of Top Manage- 
ment"; ANA general counsel Gil- 
bert Weil on "A Lavman's Look 



At Cmrcnt (.o^ eminent Adi^iiics 
Alfeding .\(l\ei tising"; Ralph Car- 
son, president of Carson/Roberts, 
describing Mattel's record-breaking 
tv (ani))aign, and others. 

Financial re])oris: Consolidated nci 
earin'ngs for U.S. Tobacco increased 
lo Sl.8r> per (onnnoii share in l!)(>!i 
Ironi :SI.78 the previous year. Net 
earnings totalled S,S,.5()8,275 in (oni- 
parison with 33,118,811 during 
l!)r>l, and nei sales loialled Sl.^,- 
862,!).'')!). a recoid Irgh . . . sales for 
Campbell Soups were S32.M22,()()() 



in I!)(i2, an in( lease of <).!",', over 
\'.)('>\, and net piofns weie .S21 ,8.".(.,. 
()()<), up l().,'5";,. I'vofiis per sliaie 
were $>l.!)l) (ompaied to .SI. 77 lor 
the same pei iod the ])ie\ ioiis \( ar. 
These are fnlly ( oiisolidated fig- 
ines, maiking the Inst time figmcs 
for the company's ( oinparai iveh 
new foreign operations have been 
combined ^villi those lor 1'. S. and 
(Canada. 

PEOPLE ON THE .MOVE 
Regionald li. Wells to director of 
public relations, Scoti I'aper, sue- 



or 

ant/ way t/oti look at it — 

WFLA-TV delivers 
more homes in the 
Tampa -St. Petersburg 
market ! 

NSI* NOV. 1962 (ADD 00) AVERAGE QUARTER-HOUR TOTAL HOMES VIEWING 








WFLA-TV 


STA.'B" 


STA."C' 


9:00 AM-Noon 


(Mon. thru Fri.) 


430 


0 


225 


Noon- 3:00 PM 


(Mon. thru Fri.) 


503 


64 


483 


3:00- 5:00 PM 


(Mon. thru Fri.) 


396 


102 


426 


5:00- 7:30 PM 


(Mon. thru Fri.) 


868 


94 


838 


7:30-11:00 PM 


(Sun. thru Sat.) 


1128 


340 


998 


1 1 :00 PM-1 :00 AM 


(Sun. thru Sat.) 


291 


0 


259 


ARB NOV/DEC (ADD 00) AVERAGE QUARTER HOUR TOTAL HOMES VIEWING 








WFLA-TV 


STA. -B' 


STA."C' 


9:00 AM-Noon 


(Mon. thru Fri.) 


309 


39 


244 


Noon- 6:00 PM 


(Mon. thru Fri.) 


356 


53 


346 


5:00- 7:30 PM 


(Mon. thru Sun.) 


745 


135 


646 


7:30-11:00 PM 


(Mon. thru Sun,) 


1007 


309 


865 


6:00-10:00 PM 


(Mon. thru Sun.) 


1032 


252 


904 


10:00 PM-Midnight 


{Mon. thru Sun.) 


562 


163 


524 



These are the facts. Check your schedules in Tampa- 
St. Petersburg. 

' Audience eslimotes cited ore per permission of Nielsen. 

t^olionol Representatives — •la)* 

TAMPA-ST. PETERSBURG - Channel 8 
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ceediiis Doiinld \V. Du'sdcn, re- 
signed. 

Hurt Laviiic to ;i<l\ cnising ;m(l 
sales |U()iii()ii()ii manager of ilie 
N'ew Vol k Zeniili Radio distribii- 
lorslii]), 

Wallace Koelirig to ad\eitisiiig 
manager ol the Atlantic ('ompanies 
(Atlantic Mutual Insmaiue and 
Cenieiinial Iiisiiram e), siictecding 
\V. Irving Pliii. 

Edwin C. Looser to .sii|jei visor ol 
media sdiedides at (iolgate-I'alrn 
olt\'e. 

C!arl |. Harslil)arger to .southeast- 
ern region resideiiiial manager lor 
W'estinglioiise A|j|jliance Sales. 
E. S. I'rallier to manager, |}id)li( 
affairs |)rograms loi- Ceneial Tele- 
phone K: Electronics, 
[ell rev S. Milam and Echvard I'. 
Redding to a.ssistant dire(tf)rs ol 
maiketing, lli.scnit di\isi()n: adver- 
tising managci Roheri (1. Criar tn 
senior advertising manager, and 
J. Sievvari Ward to ad\ertising 
manager, Sweet Cinods. all at Na- 
tions lliscuit (".(), 

Leslie Parkhurs|), foi mer jiiesident 
of American Safety Ra/or. to the 
executive staff of Schick. First as- 
signment will inNolve the market- 
ing ol .Schick's new line of men's 
toiletries. 

Agencies 

■Vgeniv a|>|>(iiniineni.s: fames Lees 
and Sons, carpet and rng manulac- 
tnrers. to Doyle Dane lieinbath, 
succeeding \'. \V. Aver which 
handled the acconiii since 1057 . . . 
Krylon, Inc. to Weiss X: fieller . . . 
fexi/e (Chemical (jare division to 
Venei Advertising Icjr new < lilorine- 
free licjuid bleach, («ne . . . I'ark 
Cit\ West to \'ardis Advertising . . . 



Proct«'r &: Ciamhle's Lilt home 
permanent and I'ert shampoo to 
Leo Iliniieti, ellective H ]nuc. Irom 
drey y\clvei tising. Clre) retains five 
other I'JL-G hrands . . . Ciiiarantv 
liank ol T'orrancc to Klosiennan, 
Ragan Sj Ross, Los Angeles . . . 
Don the Heaclicc)mi)ei"'s Los Angeles 
lieaclcpiarteis to Clooke Irwin. 
Spot radio and tv in over 20 mar- 
kets will he irsed . , . .Milton Urad- 
ley Co. (.'si million) to Richard K. 
Manofl . . . N'ew Lngland C^.onlec- 
lionerv (.o, to Wilson, Haighi i<: 
\Velch . . Rayette, Inc. to Tap- 
linger, Giadney, recently merged 
agenc y whose prin»ipals are Sylvan 
Taplinger and Korinaii Cilaclney 
. . . F.lclon Indnsiries (tovs) ol Los 
Angeles switched to its filth differ- 
enr agency in past two \ears with 
ap|)oiiitineiit of Reel Advertising, 
replacing W'ade. Account hills 
around i)75(),()()() aniuially in vari- 
ous media, iiulndiiig L! I major tv 
markets coast-to-to.ast . . . E. L, 
ISrnce to North Advertising lor its 
hon.seliold |>rodiicts dix ision, ellec 
ti\e 1 )iiiie. 

New agencies: Michael \V. CJradle, 
loimet |>romc>tion director of NliCi. 
Los .Angeles, and C]arl Brigg.s ha\'e 
formed a new agencv in nearhy tn- 
cino (17100 Ventura Hhil.), s|)eti- 
ali/iiig in ptd)lic relations and con- 
siiltiiig sc-r\ices . . . \ new agency 
has heen o))ened in Seattle 1)\ 
Richard R. Harris, former partner 
in Gappy Ricks S: Associates. 
Ollices are at 202 Logan IWiilcliiig. 
Seattle I. 

Nev\' nieinhers: G S .V.ssotiaies, one- 
year-old agency in Lynchhnrg. \'a., 
accepted into membership ol the 
iMiitiial Advertising Ageiuv Net- 
work, 2.S-ageiuy group of indepeii- 
deiii shops, located in Ghicago. 
(. '• S i.s first to join from the soiuli- 
east. 

PEOPLE ON THE MOVE 
Frank Meniier to vice ])resideni, 
director ol medi.i |)laniiing. at 
Street Finnev, fioin Ogilvy, lien- 
son &: .Mather. 

Raymond P. AVaters to v ice presi- 
dent and manager ol the New 'S'oi k 
olhce of F. P. W'aliher, Jr. and 
Assoc iaies. 

Donald F. Dorward to vice presi- 



dent of Allen, <le St. Afaiirice &; 
Scroggiii, San Franc isto, Irom ad- 
vertising manager of consumer 
produc ts div ision of Kaiser Alimii- 
iimn i<: ( Ihemical. 

Harley A. (An<ly) Tarvin to vice 
president, director ol pid)lic rela- 
tions, jac k Wyat t Co. 
Harrv M. Evers to executive art 
director of Aubrey, Fiiilay, Marlev 
J<: lloclge.son. 

Dr. William W^ Eaton, ioiiiicr ex- 
ecutive vice president and loiiiider 
ol C.-E-i-R, resigned Irom board of 
directors to become deputy assis- 
tant of coiimierce for science and 
tec liiiologv . He'll be renlac cd oil 
ijoard by Robert D. Holland. 
I'aiil O'Neill to .ictoiint executive, 
Wilson. Haight &; Welcli, boston, 
hoiii NC;&:K. 

Edward 1). Chininiiiigs and Tommy 
Uirnfeld to media cle|)ai tmeiii. Kel 
Nason. 

lack W. Ragel to Ciliicago ollice ol 
Foote. Clone & I'.elding as media 
sii|)er\ isoi . 

W^arreii J. Kraiky to secret.iry- 
treasiner and Jolin G. Navlor, Jr., 
to member of the board at Gaicliier 
Advertising. 

Ted Morton to actoimt executi\e 
at Donald L, Arends. 
(Charles E. Liiile to account siiper- 
vi.sor on fell-O division c)l General 
Foods account. New York olhce, 
Foote, Gone S: lielding. 
Milliceni Uravernian to radio/tv 
director of KSVJvrR of Los Angeles. 
Avery Glieiioweili, forinei ly tv pro- 
ducer at Maiioll on Fells account, 
among others, to tv producer on 
Winston, Camels, and liallaiiiine at 
Esty. 

Ii-viiig Roshwald to corporate tech- 
nical director ol Audits S: Surveys, 
yolin W. Paiding, |r., to head of 
the Dallas office ol Liller, Neal, 
r>aiile il- Lindsey. 

Tht)mas Cliastain and Margaret 
Holt to the creative department 
and Fletcher Coleman to the tv 
produdion deparinieni, as network 
program supervisor, Street & Fin- 
ney. 

Roger I>c)gnar and William iM. 
Rusch to account executives on 
Perkiiis-S.O.S. Division of General 
Foods at Foote, Cone & Belding. 



RADIO-TV DIRECTOR 

Fast-growing, medium size midwest 
agency offers management level posi- 
tion to all-around man well grounded 
In agency radio-tv work. Must be 
aggressive organizer, good creative 
writer and conscientious follow-up 
man. At least 3 years agency experi- 
ence required. Above average total 
earnings due to unique share-the- 
profits plan. Send complete back- 
ground and references to: 

Box 88 
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Toiletries dominate network advertising 



Toiletries advertising, in a big 
jiiinj) forward, took liie lead from 
food advertising as tlic major net- 
work j)ro(liirt rlassifiratioii in 1962, 
data released by TvlJ today sliows. 
Gross time billing data conij)iIed 
by LNA-RAR, showed billings for 
toiletries and toilet goods were 
$147,910,938, an increase of 21.6% 
from 1 96 1's $121,686,728. Food and 
food products' billings were $133,- 
656,350, an increase of 4.2% over 
the 1961 figure of $128,275,143. 

Product classes (see chart below) 
showing the biggest gains last year 
on network television were insur- 
ance up 40.5%, ;it $15,716,737; 
sporting goods and toys, up 78.2% 
at $10,235,744; and confectionery 
and soft drinks, up 29.6% to $24,- 
147,711. 

Leading network advertisers in 
tlie fom th (juarter of 1962 were: 
Procter k G:\mh\e $12,126,151 
American Home Prod. 9,866,051 
Rristol-Nfyers 8,013.029 
General Motors 7,360,446 
R, J. Reynolds Tobacco 6,387,443 
Lever Brothers 5,694,771 



(>olgatc-P:dmoli\e 
Cieneral l'"oo(ls 
Kord Moior 
Gillette 



5,()77,«1.'< 
5,025,677 
1,603.580 
4,296.953 



Robinson quits CBS, 
Dann elevated 

CliS TV annoiuifcd last week 
the appointment of Michael II. 
Dann as vice presidcnt-jirograms. 
He succeeds Hubbell Robinson, 
who resigned as senior vice presi- 
dent-programs, the network's toj) 
progframing executive. 

With his resignation II March, 
Robinson departed from CR.S ex- 
actly one year to the day from his 
return to GH.S after a three-year 
hiatus. He told sponsor he was 
len\'ing the network because of 
"one of those basic disagreements 
about policy that cannot be rec- 
onciled." 

(One trade source suggested that 
the disagreement chiefly was with 
CBS president James T. Aid)rey, 
Jr., who Robinson felt was taking 
too much of the network's pro- 
graming into his own hands.) 



Also handing in his icsignation 
last Monday was Alan (lourtney, 
vice president in charge of pro- 
grams, who joined CJiS last July as 
Robinson's number two man. 

Robinson had been \icc presi- 
dent in charge of programing for 
CB.S from 1917 to 1959. In '.59 he 
left to form his own production 
company, IIid)bell Robinson Pro- 
ductions, Inc. Last 12 Mardi he 
again took o\x'r the top jirogram 
slot at CP..S — this time as senior 
\ ice j)resideni. 

Dann joined Cli.S Television on 
31 Mardi 1958 as \i(C president- 
network programs. New York. Be- 
fore going to CB.S he was with 
NBC for nine years, as director of 
the [)rogram department and as 
vice president in charge of program 
sales. 

Cointney had been with MO.\ 
briefly and before that with NBC 
for 15 years before joining CBS. 

While not entirely imexpected, 
the reshuffling in the upper eche- 
lons of the CBS programing de- 
partment still came as something 
of a shock to the industry. CBS 
had just completed what many ob- 
servers described as the most siic- 
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'62 network spending by advertiser groups 



I I mil 



1961 
(000) 



1962 
(000) 



% 
Change 



1961 


1962 


% 


(000) 


(000) 


Change 


19,834 


19,773 


- 0.3 


11,204 


15,746 


+ 40.5 


13,798 


12,922 


- 6.4 


7,050" 


3,761 


- lA 




9 




1,699 


1,001 


- 41.1 




5,360 


+ 96.6 


145 


157 


+ 8.5 


84,613 


88,681 


+ 4.8 


76,622 


83.755 


+ 9.3 



Agriculture 


$ 1.821 


$ 102 


Apparel 


9,628 


6.984 


Automotive 


48.199 


52.205 


Beer, wine 


^6 291 


8 766 


Building materials 


4.605 


5.541 


Confections ft soft drinks 


18 631 


24147 


Consumer services 


5,853 


5,969 


sDru's ft remedies 


86 171 


105 377 


Entertainment 


1,193 


880 


ifood, food products 


123.275 


133.656 


Freight, Ind., Agri. dev. 


270 


76 


jiasoline, lubricants 


18,616 


17,289 


horticulture 


179 


304 


tousehold equipment 


27,199 


33,554 


tousehold furnishings 

lource: TvB/IJS"A-BAR 


3,960 


3,545 



- 94.3 
^275 
J- 8.3 



+ 39.4 

+ 20.3 

+ 29.6 

+ 2.0 

4- 22.3 

- 26.2 

- 71.6 

- TT 



+ 69.2 
+ 23.4 
- 10.5 



Industrial materials 
Insurance 



Jewelry, optical, cameras 
Office equip, stationery 
Political 



Publishing ft media 



Radio, tv sets, phonos 



Retail ft direct by mail 



Smoking materials 
Soaps, cleansers 



Sporting goods, toys 
Toiletries 



Travel, motels, resorts 



Miscellaneous 



TOTAL 



5,743 
121:686" 
465 



8,635 



$712,128 



10.235 
"14779TO 
1,088 
9,998 
$798,808 



+ 78.2 
"+ 21.6 



-f 134.0 



+ 15.8 
+ 12.2 



:iinNii[fiNiiiiiiiiiiiiiimiimiiiiiiriMriiii(iiiiiiiiMN:iiiiM[]SHiifiiiu^ nn''''''^''''''''iiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinriimiii^ 
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ccssful season by a iiftwoik in the 
liiitory of television. 'There was 
some Mir|)iise, therefore, that (.US 
woiihl rock the hoat while it was 
clejnly winning the race. 

As one C^I'kS oliuial noted, how- 
ever, the nctwoik'.s successful 1!*()2 
schechile was mostly locked up in 
the fall of l!)()l — helore Rohinson 
returnee!. 

One of Dann's first acts in his 
new post was to aniioinice the ap- 
pointment of Oscar Katz as network 
vice president — program adminis- 
tration. Katz had been vice presi- 
dent — daytime programs since last 
July, a position lie also Idled from 
IIW'C) until \\m. From 1951) until 
|idy however, Katz served as 

vice i)resident — network programs. 

Nets caught off-base 
by circulation demands 

N'etworks were hit hard last 
week by l)a\icl Mahoney's demand 
for a guaranteed tv circulation, 
(.SPONSOR, 11 March, page 30). 
('oming from the second-biggest 
spender ((^olgate-l'nlmolixe had 
plii.s-S-l!) million in the niedimn last 
yeai), Mahoney's pinicli seemed to 
tempoiarih paralyze the network 
policy-makers. 

A fidl week after the now-fa- 
mous speech — delivered at the 
AXA workshop — two of the three 
nets >,till confe.s.sed ihenrselves im- 
ai)le to make anv pid)lic statement. 
The poll: 

NBC's network sales v.p.. Don 
Dmgin, deliberated for seven clays, 
finally announced "Xo comment." 
CHS's sales achninisti at ion v.p. 
W^illiam H\lau, prepared a lengthv 
release: corporation connsel held 
it nuclei wraps for fiuther studv. 
AI5C made a long appraisal ol 
Mahoney's suggest ious, released it 
for i)id)lication but not for direct 
attribution. 

The Mahouey speech had lugecl 
a gnaiantee as the onlv feasible 
wa\ of reducing ri.-,k, where nets 
ask advertisers for a .52-week coni- 
nutnic'nt. 

Mahonev suggested that adver- 
tisers woidd welcome a downward 
revision (in the form of ma^e 
good time) when new shows failed 
to reach their guaranteed base. It 
was unclear whether his proposal 
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Robinson quits, Dann rises at CBS TV 

Hubbell Robinson (I), senior v.p., CBS TV programing, resigned last week, criticizing over-involve- 
ment of higher executives in programing. CBS TV appointed Michael Dann to v.p. programs 



also envisaged a price hike when 
a show garnered more viewers than 
had been predic ted. 

Mahouey also luged pre-testing 
of new progranrs, and regional 
"splits" of net programs for test- 
market campaigns. 

For the record, general attitude 
is "Yes, there's a problem; no. we 
don't know what the answer is." 

The net's sales brass readilv- 
agree that an acKertisei making a 
52-week connuitmeut shoiddn't 
have to bear the whole burden if 
a show bombs. AliC also is frank 
enough to admit that, when a new- 
comer climbs in the ratings, the 
consecpient hike in price may re- 
duce the advertiser's advantage. 

I>ut, in the realities of network 
dealing, an ailing progrimi usuallv 
turns oiu to be a bargiin when all 
re-negotiation has been cc)nu)letecl. 
And with a smash show, well, even 
after the price has been raised 
"the advertiser's still getting his 
money's worth . . ." 

There al.so is a limit, A15C 
spokesmen pointed out. on the 
amount of price revision that is 
feasible. The limit is imposed by 
two irrevocably fixed costs: the 
production charges for the show, 
ancl compensation to stations. 

AHC's reaction to regional 
"split" is favorable — providing the 
circuit is irsed for its legitimate 
purpose of trying a new product or 
a new copy approach. The net says 
it's a few cases where cut-ins have 
been abused, to swing extra weight 



behind an existing product in key 
markets. I'.iit in principle, AI5C 
thinks the idea's a good one and 
woidcl hope that the net's station 
agreements coidd be revised to per- 
mit economic research ciu-iirs. 

arc; already has a progiam test- 
ing schedide, irsing audience pan- 
els. Residts of the tests aren't 
necessarily made available to 
clieius, because they're viewed not 
as sales tools but as a cpiality-con- 
trol to aid producers. Providing 
the true fmution is aj)preciatecl, 
AliC. thinks its wider adoption 
might be useful. 1 he only prob- 
lem is the sharing of costs (which 
coidd be heavy) : a dix isiou would 
need to be made between network, 
advertiser, and packager. 

CBS foreign operations 
show profit last year 

Foreign operations of CHS in the 
aggregate were profitable in l'Jfi2, 
the annual report by the corpora- 
tion released last week reports, 
"The prospect.s for greater fiuure 
earnings from foreign operations is 
highly promising," the report adds. 

Fhe complete CI5S report fol- 
lows the release of earnings figures 
last month (m'cjnsor, 18 February). 

"Last year, " CBS reports, "the 
foreign industries in which we are 
particularly interested — television 
and phonograph records, for exam- 
ple, continued to grow ancl we, ancl 
the companies in which we have 
an interest, participated in the ad- 
vance." 
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William S. I'alcy, ( haiiinaii, and 
Frank Siaiitoii, prcsiclciii, also 
iioicd: "The iiureascs in rc\enncs 
<luriiig the )car were larger for 
broadrasiing than for oilier na- 
tional aclvcriisiiig media. Tcle\ i- 
sion, in ]:>ar(ii'iilar, enjoyed hngc 
advances. . . We exped hroadcasi- 
ing re\eniie.s will roniinue to grow 
more ra|)itlly ihan oilier atlveri isiiig 
media and ihai CliS will enjoy iis 
full share of this growih." 

ABC TV reshuffles 
daytime lineup 

The I April pieniieie of a new 
dayiiine serial. General Hospital, 
will resiili in ihe shifi in ihe net- 
work's schedule as follows: 

New Monday-Friday si rip goes in 
ai 1-1:30 p.m.; Jane Wyman Pre- 
sents iiio\ es lo 2:30-3 p.m.: and .SVi'- 
€n Keys will he seen ai 11:30-12 
noon. 

Advertising challenged 
to resist conformity 

ABC television chief Thomas W. 
Moore rhallenged ilie television 
and ad\ertising incliisiries last week 
to resist pressures for conformity 
and lo seek instead vitality and 
progress. 

Addressing the Ikoadrast Ad\er- 
tisiiig Club of Chicago last Tues- 
day, Moore declared that i\ and ad- 
vertising ciinnoi meet the challenge 
of the next ten years by "adhering 
or conforming to the comfortable 
pattern of the past. The program- 



mer must know that his aiidiciKc 
will lia\e more and iiioie ahc-iii:i- 
lives lo iLirii lo." 

For llie broach asler, Moore said, 
ill is challenge means providing pro- 
graming "iliai people w'lU imii 
to willi e.xpeciaiioii lailier ihan 
simply because it's iheie. And thai 
fin iher means trying our baiclesi to 
be creative, imagiiiati\c. cxciiiiig. 
Ii means that the new and ollbeai 
has lo be gi\en a lair \iewiiig. Ii 
means a\c>iclance ol iepeiiii\'c and 
'ine-ioo' carbon copy programing." 

Implicit in (Iiis approach. Moore 
asserted, is that broadcasters and 
networks and not agenc ies and atl- 
\'ertisers should control program- 
ing. Advertisers, he added, should 
be concerned with marketing the 
sponsor's product or image. 

But, he added, t\' needs the col- 
laboration of the advertiser, "first 
to create those conditions within 
the industry that will foster and 
strengthen creativity and imagina- 
tion," and second to support the 
broadcaster in streiigtliening bis 
own independence so that he can 
resist "unreasonable pressures and 
demands — whether these come from 
special interest groups or (rom gov- 
ernment. 

"For whether we like or not, 
both tele\'isic)n and advertising will 
change. Will the changes be for 
the better? Will they be generated 
from within? Or will they be im- 
posed from without?" 



NBC promotion awards 



ol WIINT.-IV, 
:Mid Caley i;. 



llowaid Wry 
llarifoicl. Conn 
Angustiiie, WIKJ-TV, I'ittsbuigh, 
I'a.. ba\e bcreii selected as winners 
ol the I'iltli Annual .\T.(; I'lonio- 
tioii Managers Awards Camp.iign 
lor local station suppoit of the 
H)()2-()3 XIU; Television program 
sc lieclule. 

(iontest eiitiies weie judged by 
executives of leading advertising 
agencies in four principal cate- 
goi ies: press, adv ertising, promo- 
tion and special exploitation. Ma- 
jor v\-i liners will rec eive a one-week 
all-expenses nip to Los Angeles. 

Wry was judged lop entry in the 
"under .S700 rate" category, and 
Augustine won, for the second time, 
ill the "over .S700 rate" category. 

Ruiiners-up in the "luidei S700" 
group were Cal Druxman, KTAL- 
Shreveport, I. a., and David 
Williams, WNDT- lA'. South Bend, 
Ind. In the "over .'>700" group the 
runners up were James Knight, 
W'l RF- ^\^ Wheeling. W. \'a., and 
Dick Taul, \V.\\'Y-T\'. Norfolk, 
\'a. 

Webb reports plans 
for Warner tv shows 

Burbank. Clalif. — A new dramatic 
series with liette Davis, and a new 
comedy series starring Dorothy 
I'roviiie with Ceorge lUiins as cre- 
ative supervisor are in the blue- 
print stage at Warner Bros, jack 





French tv network "goes commercial" 

Nearly 3.5 million tv homes In France watch the non-commercial shows ot state-owned, 
RTF Network, piped on a network of 30 stations and 128 satellites. RTF stresses 
"diversified and interesting" shows, but isn't above borrowing tactics of commercial 
broadcasters to feature Brigitte Bardot in variety show, tv-filmed "Cartnen" special 
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Saturday Nite Show 



Dave Crantz (top) and Hank Stohl are the fea- 
tured headliners on new weekly hour-and-15- 
minute telecast "Saturday Nite Show" on 
WTAE, Pittsburgh. Show will be late night re- 
vue (11;15) with topical sketches, satire, music 

W'cbl), newly named exerntive in 
fliaige f)f the tv division reportetl 
iasi u'eek. 

Webb's firsi remarks since taking 
u\er t\- artivities 4 March also in- 
chide annouiuenient that Xo Time 
for Srrgranls will !)e title for a 
lialf-lioni sii nation comedy to be 
written by fames Frit/ell and 
K\erett C.recnbaum, origiiiatois ol 
the Mr. I'ccjycrs. Now filming, lie 
.idded, is a fiO-ininnte color series 
Tcviplr Houston, to he ready for 
\ iewing in April. 

Tlir Federal hwcstigalors has 
been aiiivaied, Webb said. Robert 



(>onrad is to siar as one of a team 
ol government agents in the series. 

The new Warner t\- head said 
the spotlighting of stars in War- 
ners' television does not mean de- 
velopineiii of new talent will be 
slackened. " There is always room 
foi new personalities," he said. 

A Gillette for M'Lady 

Gillette Saiciy Razor is borrow- 
ing a ta( k irom the ele( trie shaver 
field and introdiK ing a safety ra/.oi 
designed espec ially hir women, the 
Lady (;illette. 

The razor has been through thor- 
ough test marketing in the west 
during the past year, introdncted 
by lut-ins on network tv shows 
and magazines. 

For national lamuli f'.illette will 
use se\eial TV shows. Agen- 

( y is Maxoii. 

Hires gives 1963 nod 
to network radio 

The first marketing program for 
Hii es Root ]>eer siiK e the division 
was acfpiired last June by (liush 
International throws a major por- 
tion of the butlget netwoik radio 
wa y. 

All three networks are involved, 
witli annountements scheduled on 
Saturdays from mid-Nfarcli through 
the end of Septend)er. Beginning 
early Spring the schedule will be 
intensified, reaching a peak before 
the two major long week end holi- 
days of July 4 and Labor Day. Fol- 
lowing this, the volume and fie- 
fpiency will diminish until the end 
of September. The netwf)rk push 
will be augmented by saturation 
spot radio covering Wednesdays, 
Fhursdays, and Fridays, major food 
shopping days of the week. (Com- 
mercials feature jazz singer Ulossom 
Dearie and the theme stresses Hires 
as the "real roarin' root beer." 

Agency on Hires is Fuller &: 
Smith &: Ross. 

Networks 



One of those present day rarities, 
a .52-week radio program contract, 
has just been signed l)y ABC Radio 
West for its 116 afTiliaies. 

Contract is for co-sponsorshi]j f)f 
Sjiorts West xi'ilh Hank Wcatrcr by 
1.. H. Laboratories (men's hair prep- 



arations) via the Siieman/I'rodliead 
Agency of Los .\ngeles. 

Program is broa<lcast 5:45-5:55 
p.m. Monday through Friday. 

Programing notes: Espionage, a 
new weekly full-hour filmed dra- 
matic anthology series to be made 
ill Kngland with Herb P.rodkin as 
executive produter, will be a 19G3- 
()4 feature on X15C (Wednesdays 
i)-lO p.m.) . . . Sid Caesar and Edie 
.\danis, each currently starring in a 
series of half-hour specials on ABC 
TV, will return next season, alter- 
nating with each other on Thurs- 
days, 10-10:30 p.m. Dutch Masters 
(-igar (PK&:L) will again sponsor 
Caesar and (Consolidated Cigar 
(LlinV) will have Fdie Adams' 
shows. 

Top drawer: TAM, the British 
ecpiivalent of ARli or Nielsen, 
lanks Wagoyt Train (Revue) the 
only U.S. production in the top 
ten netwoi k ])ictiire. Another Re- 
vue show with little rating gran- 
deur to claim this side of the At- 
lantic, is a smash in the London 
market. It's Going My Way and 
beside Bonanza is the only IJ. S. 
series to crack the first ten in that 
local report . 

Overseas sale: Gillette (McCann 
Kri( ksoii-Hakuhodo) bought Fight 
of lite Week on the two \\\C Inter- 
national Tv stations in Japan start- 
ing 14 April. In addition, NET, 
l okyo, and MRS, Osaka, have been 
awarded telecast rights to the 1963 
American World Series. 

Resignation: The concentration of 
all Talent Associates-Paramount 
Ltd. activities in New York has 
caused Martin Leeds, executive vice 
president, to resign. 

Happy anniversary: On 23 March 
the New York Philharmonic will 
present its 1, 000th broadcast over 
CBS Radio. 

PEOPLE ON THE MOVE 
William Cochran, western repre- 
sentative of .\HC Radio's stations 
department, promoted to manager 
of station relations, AIKC Radio, 
Western division. 
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THE MOST 
IMPORTANT 
1/4 IN TIME^ 
BUYING TOD 




The Monday stack may hide many needles. SPONSOR'S not one of them. To a buyer, 
SPONSOR pops out of the pile as the most important W' in his buying mix— that 
tureen of soup in the back of his mind that needs the constant stirring in of 
SPONSOR'S top-of-the-news;^ of SPONSOR'S significance-of-the-news; of SPONSOR'S 
spotting of trends; of SPONSOR'S scouting of the future. It's all about broadcasting 
and it's geared entirely to buying. SPONSOR, the "extra margin" in the profession 
of buying time, and the selhng to timebuyers. 555 Fifth Avenue, New York 17 

Telephone: 212 MUrrayhill 7-8080 
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New first-run film shows set 



\I''-r Kf'\fi (I ;<ric' s' lsorrs for llu' 

llTS' I 11 S\ll<Ij< lIKJIl IilI<I tiiin-l'i 
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I < tilt III v\ ll I ( I < ( II 1 c t (-(! 
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( r<t ' \) Ik (iiiio iik • iii( iii 1 1 oiii 
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III 1 1 ( 1 l>\ III irk( I s ill I Ik iik a ( 
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IIIHslu OOIIIIIi;^ Ifll<l l<;\\ 11(1 (llSm 
bill KJIl </\ oil IK t\\Olk S( TU S l( II iir( 

dims iii(i I' r 111 s( n< s (^iih uk! 
<(jiil<l li rb<^r I icliirili o( v\lidi 
SollK ll|(nij;li' l(; b( I (I\II1K oi il( id 
(i( Id \l till \(r\ l< isl it siiJi;i(sts 
ill I smkIk ji(,rs olidi S((oii<l diss 

(1I1/(IIS ll \ \l) f<>Il\( iitioiis will 

I/' iiiikiiu |;|(iii\ ol ii'>i^( in (Jii- 
( a>;<y iIk (lid ')l tins iiioiitli. 

<M|J>II1 Kyis lA iIk II|;I;l It IK \\ S 
if( I ii<'< );( ikI< III |i|(\isioii (.Of); 
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I iliiis li<r( s h(;'\ ili(ir lirsi- 
iiiii r(;si( I sM;ij;(s iijr I l(. li(ks 
(jll •» s il( s ( iiii|yai;^ii tod n on 
1 1 s li'Kir |(*n ' i(|\('iitiin s' i i' s < dl'-d 



'I'll'' S'luil. A jjojjiihii, lofif! liiiK 
I i\(jrii( in fio\(ls, iiK)\i('s i dio 
HUSK I \ iii;i;^H/iii(-s iml as <i ik us 
jjipti snip iIk I(s1i(- (Jiaru-ris 
sdipK I s( ri( s SI lis R(jt;d .\I<>or(, 
) jiiiid \l<i "ri<l St If A hi^h-lnidj; 
(I \(I1HIIC', (<ii lo< illOIl filiiiiii;^ l<jok 
( iiiici.i (r(us |(/ sp(jts <Ktiialh \is- 
ii( ] l)\ (,haft<ris iiKltidiii^ l.oii- 
di^ii I'aiis (/CiK-\<i llalianias, 
soiiilKrii Spain, and more, Ironi 
I iii'(d Xiiists I (-l( \ isifjii <oiii(-s 
I hr 1 .1 1' Mar in SIkjw, a Inil-lioiir, 
c/i ]()< itKyii, (oloi (if i!iia-a< I irilil\ 
sciKs 1 ill sliowiiiii ll l( atiires 

f( d( ItKIIl <W Ktlial dlllKS \t\ ilic 

|;(<jj;lc iii\()K(d ('(rimiiials \)(i\\<c, 
witness's, f(-|aii\cs cu ). I'fodiu 
li'jii is s( t lo roll iKXl iiKiillli but 
I \- I \' Ills ilrcid\ s<(jr(-d silt-s in 

(jiiic 'lU iiiarkcis, indiidiiif; ?iO (if 
the top 10 and i ikcd in iipwafd ol 
^1 iiiillion. .NIUJ I'ilnis uill k-- 
I'- 'S(- this s\)i'\n'i ,1 lialf-li<Kir aiii- 
iiiatc'l (artooii sfrics d(;pi<iiiijj the 
ml' i)J in(-iar\ a(l\(niurcs (A a 
ioiiii;^si(-i 111 ili<-2lsi (ciitiii), tailed 

l\tr') Hoy I'r(^dii( iKiii (<Atson iIk 
')'! cpiso'Ic scries will cxi ccd ^2 iiiil- 
li'iri, a(<(jrdin;r; Ki XI5(' l ihris (.<)iii- 
biriiii}; (oiiii* sp'-iial <-ll(<ts, sdt-iuc 





Now abot'.t your tax cut plans, governor 

ProhrS'/l/ t^f- /cun?e't f^dif; "nf:vr^rr>3n" in thf; country -jHipped in on riijrth Carolina Governor 
Trrr/ ZinU^r] rfrcnt'/ for ^n Mmnn/i ';e/en /ear-<ild Faye Lane Simmons, 3 salaried staff mcm- 
l,(r of //BT Charlotte has ff;cr.fded intftrvie/(S //ith national, local personalities since last fall 



(iitioii, and animal ion, ilic scries is 
bcin^ billed as all-laniil\ cnteriain- 

IIICIll . 

I)clc}(ai(s lo the- NAIi (lliicago 
(,oii\eniioii uill get a doscr look at 
ilii'se propeilies and, diaiucs are, 
so-'ic otlici entries yei to be posted 
III I p(Asible lirst-riin s\iidieaiioii 
su eepstakcs. 

Station balks at news 
conference embargo 

KDKA ft TV), Pitis- 

biiij(h, proiesied u'liat it deemed 
(lis( I iiniiiatioii against llie Ijroad- 
( asi media b\ relnsiiig to lionor a 
fi\e aiid-onedialf-lioin enibaigo on 
I i<<eni (.o\eiiior Siiantijii news 
<(jnieren<e. 

I'()ili stations (jiioted the (Oiifer- 
eiKe as s'xni as the (a( ts u'eie made 
available in iiiid-aliei ikjoii and sent 
,1 vviie to (.o\eiiioi Stranton say- 
ing: "For VKir iriloi Illation, KDKA 
ladio and tv u ill not lionor any em- 
bargoes on ilie (.o\crnor's news 
(oiilereiK es, parti( iilarly when lliey 
are (ondiKted in the iiKjrniiig and 
alidiio()n, five oi more Ikjuis in 
a(l\aii<e ol the release date. 

More tv drama wanted, 
Milwaukee study finds 

In the (.leatei Milwaukee area, 
people like wliai I hey are gcii ing on 
lelevisi'Hi. This is ilic <oii<hisioi) of 
a siudy ol \iewing habits and piel- 
eieiKes in ilic Milwaukee area <on- 
diK led as pail of the -lOlh annual 
Miluaiikce (om iial (>>iisuiner Aiial- 
N's's and lelcased i(-(eiitly by ilie 
Miluaiikee |(i(iinal Stations. 

1 he iiiajoiii) of resp<>ii(Ierits in 
ihe siiiMj saiii|>l(- ex))iess general 
^aii^la(iioii uiili lcle\ isioii program- 
irig and ic\eal I he) piimarily us" 
i\ I'yi (•iileriaiiiiiKiii and iriloiiiia- 
li'Mi, railiei than lor edii<alioii. 

Results ')l ilie Milwaukee siirvev 
.lie siiikiiigK similai to iliose ol 
I he riiassi\ e n a nd ieiK e si iidy, "'I he 
l'e(jj>le l,o()k al 'I elevisioii," piib- 
I'slied in a l22-)>age book last 
iii'iriili hike the laigei study, the 
Milwaukee iiiojcri finds iliai what 
the \ieweis say iliey w;iiii olieii 
difleis Iroiii what iliey haiiiliially 
wai< h. 

k'or cxaiiijile, ol the wom- 

en a-id 20.2',', ol ilic riieii say iliey 
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want iiioif "diania" on t\, and 
"diaiiia" t()|)])ccl llie list ol all fa- 
voriic programs in total mentions 
l)y icspoiulents. However, when 
asked what best suit thcii \iewiiig 
needs, men ranked drama eighth 
and women only fourth. 

The lavoriic programs of the 
Milwaukee audience are. in rank 
of preference: lieii Casey, sports 
telecasts, Bonouzd, Sing Along ivilh 
Mitrli,l)y. Kildare, Lnwyeucc Wclk, 
news and weather, I'crry Coma, 
/Vny Miisi>n and Tlie Price I.s 
Right. 

Station, building 
sold for $1 million 

KFH, A\^ichita, has been solil to 
two Texas investors, Preston P. 
Reynolds. Jr., and Walter \V. Ahl- 
schlager, Jr. 

Included in the$l million trans- 
action is ninc-story KFH lUiilding 
in ilowntown Wichita which housed 
the studios and oflices. The station 
will ino\e to the 21 -story pla/a now 
being developed by Reynolds and 
.Milschlager. 

Tread lightly, 
ACLU warns Celler 

The House Anti-Trust Subcom- 
mittee last week began its look into 
newspaper mergers and decline of 
competition in news media, but not 
without a few words of caution 
from the .American Civil Liberties 
ITnion. 

In a letter to committee chair- 
man Rep. Emanuel Celler, the 
AC;i,U said the investigation, which 
wiU also touch on cross-ownership 
of newspapers ami broadcast sta- 
tions, did not violate the First 
Amendment, but warneil that 
should it take even the appearance 
of an investigation into the opin- 
ions or associations of publishers or 
|)ers<)nnel, all possible good will be 
dissipateil. 

Continental/international 
breaks into tv production 

The first venture into tv by radio 
program syndicator Continental 
International Productions got oil 
the groinul last week, with the start 
of shooting on Sebastian Cabot and 
tlic Crime liiisters. 

A "new type ol comedy," the 
series features .several |)iovcn net- 
work stars in addition to Cabot 




Sales promotion on the dial system 

Down in San Antonio, station sales promotion has entered 
the electronic age. 

KCOR, a Spanish-language radio station in the Texas city 
is using a new electronic game invented by two of its execu- 
tives to call attention to itself by helping to build traffic in ma- 
jor retail outlets. The game, called "Golden Phone," consists 
of a series of complex circuits which are activated by a simple 
telephone dial. Shoppers in stores where the game has been 
set up are invited to dial their own phone number. If a light 
flashes and a bell rings, the shopper wins a prize. If a buzzer 
sounds— tough luck. 

KCOR contracted with the Las Palmas Shopping Center 
(see picture) in San Antonio to set up its game in retail shops 
there, regardless of whether or not the stores were advertisers 
on the station. KCOR reports that their game has developed 
into one of the biggest retail traffic producers the city has 
seen in years. After the game and the outlets were promoted 
on the station, over 4,700 shoppers played the game in its 
first week of operation. In the second week the number of 
players climbed to over 7,000. 

The San Antonio retailers are gratified with the results of 
the promotion, the station said. To date, three stores that pre- 
viously did no advertising on KCOR have signed contracts with 
the station. 

KATZ, St. Louis, and WMMW, Meriden, Conn., stations owned 
in common with KCOR, are next on the waiting list for the 
"Golden Phone" promotion. 



(Professor Hyatt in Clicckmate) 
ami including Maurice Gosfield, 
better known as "Doberman" of 
the liilko Scjuad, and Arnold Stang. 

Sweeney takes over 
Poole Stations 

Kevin li. Svveeney has become a 
Tuajor sto( kholder in, and president 
of, |ohn Pf)ole Broadcasting Co.. 
Lf)s Angeles. 

The loriuer R Mi presiilent takes 
over direction of KHIG (AM) and 
KlilQ (FM), Los Angeles, accord- 
ing to chairman of the board John 
Pf)ole. 



IVIIVI big seller overseas 

Alibongh the ARC TV airing of 
Ollicial F-ilms' Mniilyn Monroe 
half-hour aciualit) special isn't till 
21 March, Official has ahcadv re- 
couped half its |Jroductioii cost via 
1 1 big foreign tv sales. 

The distinguished buviiig roster 
includes; BBC, Australian Broad- 
casting Commission. Documentary 
Programs (for West Germany, Aus- 
tria, Switzerland, and Luxeni- 
boing), RAI (Italy), Oy-Mainos, 
one of two stations in Finaland, 
and bv a Lebanese outlet in Beirut, 
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and by 'I'd*' Orgaiii/.u ion Aniei i- 
(ana of liueiios Aires lor Argentina 
and I'ruguay. 

Sfxt-ral more foreign deals in 
negotiation should |)a\ lor tlie en- 
lire film, atrording to OF president 
Seynmur Reed. 

Seven Arts moving 

The new I'an-Anierican l)uil(ling 
dotting the l*aik Avenue skyline 
will soon iioiise Se\en Ails' Xe\v 
York c)])eraiion. 

The film (ompaii) will move on 
8 Ajnil. Address: L'OO Park Ave. 
I'hone: 072-7777. 

Wometco income up 35% 

Woinet(o Knter])rises re])orie(l a 
recoid net incoinc for l'.)r>2 of $1.- 
831.251. u]) "k)'",. over I'.fOl's $1.- 

3:).'!,2r):). 

I'er share iiuonie last year was 
$1.27 as (omparcd lo IM rents in 
the ])rer<'ding year. 

(iross income rose 17"o to $18,- 
72.S,l,r_' from S15.'J99,4(i«( in I'.IGl. 
Increase in earnings re])resents the 
fourtli successive annual iiureasc 



since (lie (onij>any hrcaine ])ul)licly 
owned in 1959. 

W'oMietcc) Eiiier])riscs o])erations 
include: Television stations \VT\'[, 
Miami; WLOS- TVin (he Carolinas; 
K\'().S-T\', liellingham. Wash.; 
17i/,^;, ol \\T(.A-T\', lacksonville; 
WLO.S (A.\l FM) Radio. 

Watch lottery laws, 
OBA counsel advises 

"When a salesman is confronted 
l)y an advertiser with a 'hot ])romc)- 
lional deal.' it is of extreme im])or- 
lanre thai this salesman know the 
elements ol a lottery. 'Fhese ele- 
ments are prize, consideration, and 
chance." (.'lee Fit/gerald, general 
counsel ol the Oklahoma Ilroad- 
rasters .\ssc)ciation, ])assecl this ad- 
vice to OI)A seminar attendees (10 
.\Iaich), iiuluding 157 radio, iv 
and advertising exec utives from five 
states. 

'"File salesman should he intelli- 
gent enough to interpret these ele- 
ments in order to he wary c)f a 
cpiestioiiahle jMomotional scheme. 
A general rule of thumh for the 
salesman to remember is that the 



(ibsnuc ol any one ol these three 
elements does not constitute a lot- 
tery," Fit/gerald said. 

Fit/gerald iiiclic:itecl individual 
station owners would most prob- 
ably comply with lottery laws of 
their individual states providing 
they com])ly with the federal laws 
and/or VCC regulations. Fit/gerald 
was cpiick to ])c)int out, however, 
that this is not always true, the on- 
ly safe way being to retain a com- 
petent attorney knowledgeable in 
the broadcast field. 

".Many a broadcaster could have 
saved himself Inmdrecls and even 
thousands of dollars in legal ex- 
])eiises and j>erhaj>s serious action 
before the FCC or the federal 
courts had he been forewarned 
concerning the lottery laws," he 
said. 

"On the wall of the office of 
every radio and television station 
should be a sign that reads ''Foday, 
I Prepare for My Renewal.' " That 
broadcasters' credo was suggested 
to OPiA by Francis X. McDonough, 
member of the Washington law 
firm of Dow, Lohnes 8: Albertson. 
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NEWSMAKERS 
IN RADIO/TELEVISION 
ADVERTISING 




John F. Henry, Jr., has been 
named senior vice |)re>iclent and 
account supervisor for the auto- 
motive division ol American 
.Motors at Geyei , Moiey, Piallard. 
In another j)romotion, George 
C. Oswald, a senior v.]). at CMP), 
has been aj>j)ointecl senior ^'.p. 
for account management, with 
res])onsibility for all agency-cli- 
ent relationship. 



William R. Baker, Jr., honorary 
fhairman of lienton & P)owles, 
elected chairman of the board of 
he \clveriising Council. As chair- 
man liaker presiding last week at 
a dimier meeting addressed by 
\'icc President Lyndon P>. John- 
son, and a luncheon addressed 
l)v Right Honorable Sir David 
Oinisby-Coie, the liritish Ain- 
bassadoi . 




Fred E. Walker has been named 
general manager of KDKA, Pitts- 
burgh. Walker has been with 
KYW, Cleveland, as sales man- 
ager since 1959. His ]jrevious 
broadcast ex|>erience includes 
more than five years with West- 
inghouse Hroadcasling. Walker 
fills the vacancy treated by the 
death of L. R. Rawlins last 
month. 




ijii 
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REFlESpGI 

AN EASY 
MEDIA DECISION 



McDouough spoke on "Picpai- 
ing for Your Renewal." Reading 
from the VCC rules and regulations 
regarding the renewal of hroadrast 
licenses, McDonoiigh pointed out 
that "witlioul a license to operate 
your radio station, noiliiiig else 
matters niudi." 

First, he suggested a thorough 
understanding hy the staff regard- 
ing the renewal procedures. "Lei 
your staff in on the act. Make them 
aware of their responsibilities. If 
you, as a staff member, arc serious 
regarding your career in radio or 
television, it l)ehooves you to aid 
your station in every way possible 
to assure a license renewal." Carry- 
ing the process one siep further. 
iMcDonough suggested broadcasters 
organize and fde programing rec- 
ords, public service records, and 
conunercials records daily. In this 
day, not only could a broadcaster 
prepare for his renewal "in a rela- 
tively simple manner" at renewal 
time, but he can test himself peri- 
odically to see that he is, in fact, 
complying witli his promises in the 
last renewal. 

Howard Kitzniiller, the conclud- 
ing speaker on the seminar, advised 
the participants on "Program Log- 
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giiig." Kit/uiiller, Irom ihe general 
(ounsel's olli(C of I'"(X;, is viialiy 
concerned with diis pro(e(hne by 
broadcast pioperiies and indicated 
that far too many ol the radio and 
television stations fall short of ac- 
curate and complete logging. "At- 
Icniion to deiail." he said, "will go 
far towards a favorable l'"(X- report 
on your property when and il yoiu" 
stations is spot (becked." 

Romney joins NAB 
speaker roster 

Clovernor George Koniney of 
Michigan, former iiead of Amei i- 
can Motors, will address the llsi 
annual XAli convention Wednes- 
day, ,S April. NAH president LeRoy 
C^ollins, who will make die keynote 
remarks, and FCC chairman Xew- 
tou Miuow round out the luiulieon 
speakers. Oiher highlight of NAI5 
session is pieseniation of N'AIl Dis- 
tingui.she(l Service Award to liob 
Hope. 

Four-month sales record 
for RKO General B'casting 

RKO General Broadcasting last 
week announced record-breaking 
national sales voliuiie lor the first 
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Edward A. Grey appointed senior 
vice president in charge of tv 
programing and media division 
of home office of McCann-Erick- 
son. Grey was senior vice pres- 
ident in charge of media opera- 
tions, Ted liatcs. Also an- 
nounced: appointment of Harold 
Graham, Jr., as senior vice pres- 
ident and manager of tv pro- 
graming. 



fWKY-TVl 

IS THE STATION 
IN OKLAHOMA ^ 
CITY 



SHARE OF AUDIENCE 

Nov - Dec '62 ARB 

Monday thru Sunday 
9 AM to Midnight 

WKY-TV 42 
Station B 38 
Station C 20 




o * 

PRIME 



1 



Seymour Whitelaw has been ap- 
pointed vice president of Seattle 
liroadcastiiig and general man- 
ager of KOL (AM-FM) , Seattle. 
Whitelaw has been sales man- 
ager of KCBS, San Francisco, for 
tlie past five years. KOL recently 
purchased by Goodson-Todman, 
represents that company's first 
entry into the station ownership 
field. 




OKLAHOMA CITY 

The WKY Televtsion System, tnc 

WKV Radio, OklaKnma Cit? 
WTVT, Tampa-St. Petersburg, Fla. 

KTVT, Dailas-Ft. Worth, Texas 
Represant^d by the Katz Agency 
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lour moiulis ol TiMal IWL'-l'Xif!. 
For the peiiod ending 'il [aiuiaiy, 
national iel(\isii>n sales were 
■17.1%. and naiional radio sales 
were up .'il.L"^,',, compared wiili ilie 
same ioiir month-period in the pie- 
leding year, 

RKO (General liroadcastiiig op- 
erates five telexision and seven ra- 
dio onl lets. 

GE stations incorporate 

To facilitate the liaiidliiig ol 
tliose spc;(ia!i/ed pr()l)!ems nnicpie 
lo broadcasting business. Cieiieral 



F.lec iric Itroadc asting (;o. has l)eeii 
lormed as a wliolly-owiied subsidi- 
ary ol (;ii. 

The (il" stations aie \\T;\', 
WRGU, and \\'(;FM. 

Reeves Soundcraft sales 
up 28% in '62 

'File upward turn in business al 
Rec\es .Soimdcralt last year was 
pailicidarly welcome considering a 
rather sid)stantial profit loss in 
1%1. 

In lilCiL', sales increased to 
SS.'! nn'llion against .SC).') million 



the previous year, and showed a 
net prolit from operations of .$90,- 
227 com|)arecl to a loss of $220,9.^8 
in \'X)l. 

Another note Irom fiecves: a mo- 
lion to change the name of the 
company will be introchiced at the 
sto( kholders meeting in April, 
(change is sought to better reflect 
the diversified nature to tlie busi- 
ness. 

TIO prepares index 

Some 30 items ol interest to ad- 
vertising ate available through the 
Television fnlormatinn Olfice, the 
new TfO fncle.x lejjorts. 'Ffie fn- 
clex, now being sent to TfO spon- 
sors, includes all TfO material dis- 
tributed from vSeptember 19.59 
tluough the end of I9()2. 

Included in the 'Ff() material 
are facts and information on gov- 
ernment regulation, NAIi 'Felevi- 
sion (^ocle, conunerc ials, costs, sta- 
tistics, etc. Among these is the 
audio-visuaf presentation prepared 
f)y 'Flf) (jn television advertising, 
with slides, a 2f-page script, and 
a 28-page give away reprint of the 
S( ript. 

Radio 

•Marlv C^entiny (-c)r|),, |)rc)gramnig 
servicer for radio stations, has come 
up with a new idea in cu.stom- 
laifored pa(l<ages. 

Its callc-d "Radio a la Carte" 
and it inc ludes nuisic , lead-ins. pro- 
motion ideas, and other special ma- 
terial. Mark (Jentun' makes its 
"menu" available to program direc- 
tors in advance and they select their 
monthly choice froiu the package 
without having to wade ihiough 
reams of papei and miles of tape. 
f)eal is leased on a two-\eai basis, 
with coniplete exclusivity in a mar- 
ket. Some K) stations have sub- 
scril)ecl to date. 

f 

Safes: 'Fhree major car companies, 
specializing in botfi new and used 
cars, are making their bids via 
K\V'lv\V, I.os Angeles, to penetrate 
the Spanish-speaking market of 
that area. Schedules have been pur- 
chased by Chevrolet (aty; \\\Trren 
biggs Chevrolet; and liob Drewer 
Ford. 




Californians return shower of soap voucher 

WHEN the 14-unit Shoppers Market chain in Southern California 
featured Palmolive Soap on a KTTV Value Voucher, customers 
brought them in by the thousands. The result: more than 30% of 
Shoppers 1952 annual volume of Palmolive was purchased by 
Southland consumers in a seven-day period. Shown here, giving 
demonstative proof of the KTTV PM (product movement) Plan to 
Derrill Gates (c), district manager of the household products 
division of Colgate-Palmolive Co., are Bob Church (r), merchandis- 
ing manager of the station, and Joe Cochran, assistant station 
merchandising manager. 
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Patio party for new Pepsi product 

Pepsi Cola is introducing a new drink: Patio Diet. Above, promoting the new drink, is Deb- 
bie Drake (second from 1) at a Patio Party in Greenville, South Carolina. With her at the prod- 
uct introduction are (l-r): Lee Kanipe, news manager of WFBC-TV, Greenville; Mark Lefebre, Pepsi- 
Cola v.p.; Jan Padgett, promotion dir. for Greenville Pepsi, newscaster Joel Lowhon of WFBC-TV 



Sports notes: Hires Root lleer of 

Los Angeles uill sponsor the \\'arni- 
up broadcasts to all Los Angeles 
Dodgers games, starting 'J April on 
KWKW*. Agency is Hrangliam, 
Krewer R: Hol/er. 

ICBiM coiintdo^vii: Inter Continen- 
tal Broadcast Media, new j)rotliic- 
tion. and creation siibsidiarv of 
I'lircell Productions, sold a coordi- 
nated series of siation breaks to 
WOOD, Grand Rapids. A depar- 
iiire fioin the usual mixed grouj)s, 
the package utilizes a male octet. 

Program promotion: P>y the time 
Sylvia St. Clair went on the air 18 
February as hostess of "Sylvia by 
Xight" (!) p.m.- 1 a.m.) on WCMJ. 
Pbiladeljjliia, she was well known. 
Agencies and rejjs received a 
"teaser" post card from Paris; a 
.Mona Lisa |)Osl card; later a bio, 
picture, and sales |)iesenlat ion in a 
TWA lliglit bag. Listeners caught 
the word from jiromos on radio 
and WCAU-T\', ads in three Phil- 
a(lelj>hia newspajjers. 

On the public service front: AVINS, 
New York, saluted the city's Fire 
Department with live jjick-u])S 
scheduled throughout the day 8 



.Maich, direct Iroin the FD's roin- 
munications headcjuarters in Cen- 
tral l*ark. Salute was fust of a 
monthly series to he piesented b) 
the station, spotlighting Xew Vork's 
"action" departments . , . WAP>C, 
Mew Vmk, bioadcast an appeal for 
aid via New jersey's C^lark Town- 
ship .Mayor following a gas leak 
explosion which left ■\9 families 
homeless. 

Kudos: Ken Nyho, president and 
general manager of KUMY. Hill- 
ings, was named ".Vthertising .Man 
of the \ear" by Hillings Advertis- 
ing and Sales A.ssn. . . . Ben F. 
Hovel, general sales manager of 
WKinV radio and tv, .Madison, 
rccei\ed the .VF V's Silver .Medal 
.Vward, preseiued by the Madison 
Ad t ilid) . . . De|)aitment of Health 
of the City of Ne\\' York presented 
WAI5C with a s|)ecial ceriiticate 
of merit for "The Hiish-Hiish 
Pbtpie," doc urnentarv on venereal 
disease presented in Challenge '6?. 

PEOPLE ON THE MOVE 
G. L. Hartsfield lo sales manager of 
W'FR\', 1 roy. 

Helen Bernard to sales service man- 
ager for WCAU. Philadelphia. 




WKY-TV 

INFORMATIONAL 
SHOWS 



LOCALLY 
PRODUCED 

LOCALLY 
VIEWED 

HAPPILY 
SPONSORED 
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WKY-TV 

OKLAHOMA aTY 

Tiie WKY Television System, Inc. 

WKY Radio, Oklahoma City 
WTVT, Tampa-St. PetersburE, Fla. 

KTVT, Dallas-Ft. Worth, Texas 
Represented by the Katz Agency 



Janios Diiubai' lo piogiaiii diicftoi 
of KGO, Sail Francisco. 
William Hcaioii to commeicial 
manager of KCUH, Tucson. 
Arihur Thomas lo general man- 
ager, Kl'XO, (^oipiis Christi. 
Sterling Ziiinnerman troni geneial 
manager of Kl'XO, Corpns ('.In isii, 
to connner(ial manager ol KM. I, 
I.os Angeles, .1 Spanish station. 
He ll also assist with .sales at KOFV. 
San Fianiis(<), another 'I ele-l>roa(i- 
( asters stat ion. 

|olin Hariholoniew Tucker to the 
aimoniicing sialf of WNHF (A.\l- 
FM & TV). Ilinghampton. 
I'aiil Rogers, sales and promotion 
managei since August, to gener- 
al manager, \V/\(.F, Springfield. 
|oseph Rogalski, jr., will serve as 
manager. 

(Charles Siionnd to station promo- 
tion director at W'l.S, (Chicago. 
Tom L. Tiernan to general man- 
ager ol KVW, Cleveland, replacing 
Fred E. Walker, new general man- 
ager ol KDKA, I'iitshmgli. Michael 
Ruj>pe, [r. has left his post as pub- 
lic relations director at KVW, with 
future plans to he annoinKed soon. 
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$111 



an hour 

staffs your station 

with I G M 
SIMPLIMATION 

Get the details! Find the way to bigger 
audiences, lower costs, higher profits with 
unparalleled flexibility and consistently 
better sound. Write for free folder, "The 
Sound of Money." 

I G M SIMPLIMATION 
P. 0. Box 943, Bellingham, Washington. 




Sponsor, station receive gifts from hockey team 

Schmidt's and WFIL-TV, Philadelphia, recently gave a victory luncheon for the Ramblers hockey 
team; the players reciprocated with autographed hockey sticks. Schmidt's ad mgr. Lincoln Allan 
(I) and Ken Stowman, dir. of sis. dev. at WFIL-TV, receive sticks from A. F. "Bud" Dudley, team 



Television 



Sales: I'laltiinore's First Naiioiial 
l>aiik of Maryland (Josejjh Kat/. 
.Agency) hougiii Festival of l*ei- 
foriniiig Arts series on WJZ-TV, 
i)eginning21 March and will waive 
commercials for interviews with 
local cultural leaders. 

(lhanging hands: KKTV, C^olorado 
Springs, KCHF, Pueblo, and 
KFMli (FM), Colorado Springs, 
sold by TV Colorado for Sl.l mil- 
lion to Communications Systems, 
whose major stockboUler is Willard 
W. Carvey ot Widiiia . . . Rust 
Ciafi ]'>roa(l(asting sold its (Clarks- 
burg. W. Va. stations, W150V (AM 
TV) to Forinigliily Corp., which 
will operate them under two sub- 
sidiaries. Northern West Virginia 
Tv ]>roa(l( asi ing ("o. and Radio 
llroad* asting Co. 

There- is-.soineihing-new-nnder-ihe- 
sun depi: Putting a lilile spice into 
routine nightly iv weather reports 
is a challenge met by most local 
producers with glamourous weather 
girls. Some stations have a cliffer- 
enl girl eadi nighi of the week. 



Wi\T.C-TV, .\ew York, whose 
weather sage is sdiolarl) if uii- 
glamomons Dr. Frank Field, is 
Using an animated weather maj) on 
his Sunday show Weatlirramn. The 
magneii/ed outline of the country 
has fiO separate indicators of ail 
iyi)es of weather conditions. They 
are laminated with optical plastic 
and appear to move when light 
passes through a i)olari/e<l "spin- 
ner" and is thrown on the map. 

On die public .service front: WJAR- 
TV, Providence, conducted a re- 
fresher seminar in iv production 
on \S March for advertisers and 
agencies. Iclea is to keep clients up 
to dale on new etjuipment and 
techniques at the station. 

E.vira curricula notes: Tonnny Dee 
of WSKT-TV, South r>end, was 
elected second vice presitleni of the 
\ssn. of Great Lakes Outdoor writ- 
ers. 

The Moviegoer: It he owns a iv 
set, he'll never have to leave his 
living room if things keep up as 
they're going. NliC 'F\' programs 
Snlurday Night nl the Mox'ies, .\I$C 
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TV li;i,s the Siniday Xi^^lil Moiiir, 
and NIJC comes in :ig:iin witli Mon- 
day Niglil (It llic Monies. Now, 
\VNnc:-TV, New \'()rk, will lake 
care of weekday afternoons wiili a 
daily (1-1:55 p.m.) strip c)f fdmed 
dranias produced for tv called 
Ajteruoon at the Movies. Programs 
are produced by \Varner liros. and 
20tli Century-Fox. 

PEOPLE ON THE MOVE 
George E. Woodyard to director t)f 
merchandising at KTL.V, Los An- 
geles. 

James L. O'Connor to vice presi- 
dent, general manager of RKO 
Phonevision division in Hartford, 
with responsibility for operation of 
WHCT, nation's first subscription 
tv project. 

Ernest W. Feh'x to sales develop- 
ment manager of AV^TVJ, Miami. 

Representatives 

Rep appointments: KAPR, Doug- 
las, Ari/., to Elizabeth M. Beck- 
jordcn . . . WVMT, Burlington, 
(successor to \VCAX) to Venard, 
Torbet & McConnell . . . \\'CNV- 
TV, \Vater town-Carthage, \V\VNV, 
Watertown, and \\'MSA, Massena, 
to Adam Young . . . WINN, Louis- 
ville, to George P. Hollingbery. 

PEOPLE ON THE MOVE 
Kenneth R. Better to the tv re- 
search and promotion department 
of PGW, from \VRC-TV, \Vaslnng- 
ton, where he was sales coordina- 
tor. 

Charles M. Pickering to the New 
York sales staff of TvAR, from 
firm's Chicago office. 
Elisa Gesualdo to office manager 
and director of sales services at V\c 
Piano Associates. 



Syndication 

One development documented in a 
recent sales report from United 
Artists Associated is that high-rated 
network exjxjsure does not discour- 
age stations from buying features 
for first-run syndication. 

Proof of the pudding, according 
to UAA, is that its United Artists 
Showcase for the Sixties package of 
off-network post-'48 features are 



now ii]> lo iS()','o ol ilieii p';icmiai 
sales. 

ILW also re])c)ii('d sales aniouin 
ing ii> niore lliaii $\ luillion dur- 
ing the last 30 days on its prc-l'.(!K 
Warner Hros. and RKO liljraries. 



Sales: Screen (ieius' latest group of 
7'5 Columbia feature films to 17 
more tv stations . . . CMS Filni.s' 
D('j)nty Daxi'g cartoon series to Met- 
ropolitan 15roadcasting stations foi 
the third year . . . Allied Artists 
Tv's package of Cavalcade of the 
(iO's C.ronp II features to eight more 
stations . . . ^VB(; Progiam Sales' 
The Stex'c Allen SItoxuin KCTO- 
TV, Denver, bringing total stations 
to 33 . . . Seven .\i-ts' volumes four 
and five of featme films to f»)ur 
more stations, bringing total mar- 
kets to G l . . . Several sales over the 
past two months have raised mar- 
ket totals on Economee Television 
Programs' series as follows: Anit 
Solhcni now in 77 markets; lial 
Mastrrson now in I I I markets: The 
Aquanavts now in 38 markets. 

Financial rejwrt: Columbia Pic- 
tines repotted gross earnings o! 
$l,7()7,000 for the six months ended 
30 December, with net earnings of 
$817,000 or 16 cents per share. This 
compares with gross earnings of 
,SI, 890,000 and net earnings of 
$1,637,000 or 98 cents per share for 
corresponding period of the pre- 
vious year. 

New quarters: Desilu Sales is in 
new and laiger offices at 39 \Vest 
55th St., .New York. 

New properties: Trans-Lux Tv will 
distribute The Magic Room, a 
video-tape series of 39 half hours 
produced at KHOU-TV, Houston, 
and aired on four other Corinthian 
stations . . . Twentieth Century- 
Fox Tv is offering the off-network 
Follow the Sun and Bus Stof), with 
sales concluded with \VNE\V-T\', 
.New York, and \VTTG, \Vashing- 
ton, D.C. 

Overseas note: Following on the 
heels of its formation, the Screen 
Gems International Broadcast Di- 
vision has closed its second repre- 
sentational agreement. This with 
TeleHaiii, Port-au-Prince. IBD 
had signed previously with HIN- 
YY, Santo Domingo. ^ 



III 1954 we 
became the nation's 
1st local color 
tv station. 



Now, we're the only 
Oklahoma station with 
full color facilities 
. . . studio cameras, 
color VTR, film color, 
and 9 yrs. of 
color know-how! 

Oklahomans expect WKY-TV 
to be first. And we don't 
disappoint them! 




o <r 

PRIME 




WKY-TV 

OKLAHOMA CITY 

Th* WKY Teievision Srstcni, Inc, 

WKV Radtn, Qklaliama C»ty 
WTVT. Tampa-St. Petersburt. Fla. 

KTVT, 0all4S-Ft. Worth, Te*as 
Represented by the Katr Agency 
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FRANKFURTERS 

(Coiitiiniril jroin fuigr '51) 

"(;iiil(l-Mil(l" \\':is .siiit;il)le lor their 
p.-ilaies. On WliZ, Cnrl dcSii/e, :i 
|)()])iil;ir deejay, wiih a dcej) Maine 
:i((eiu, was iiironiiiiifi; listeners that 
ilicse new Inniks "were so nn'Id voii 
coiild eat tlieni cold, h'kea i>annna." 

Business is up. W'liai was tlie 
iipsliot of all tin's hoopla? Sales ol 
"Child-Mild" franks for the first 
two months of tin's year are riin- 
niiifj; .'M''(, higher than lor the same 
period in llMili. 

\ whis])erinfi; ('ani]>aign hased on 
the theme of "I'ssil There's onlv 
one oinice of pepper in '(Jiild- 
Mild' franks by CKM ' began last 
month and will nni for several 
months. ITie media in( hides, in 
this instance, radio and television 
s]jots on three stations, sii])ported 
by outdoor boards, subway ])osters, 
(ar (aids, bus cards, front-])age 
newspa])er ads and trade ads. 

The total advertising budget for 
the product this year is ex])ected to 
iiK rease some More than hall 

of the (lient's advertising dollars in 
l(lf)2 were spent in radio. ^ 

DAYTIME SERIAL 

[Contiuucd fro))i Ixige 31) 

for hnich, nsually a hasty sandwidi 
and (ontainer of coffee. 

'i he intense business of ihe after- 
noon starts at 1 p.m. with "fax on 
camera" or "fax rehearsal" (rehear- 
sal with facilities) in Liederkran/ 
Hall s Stndio 51. ITie set for the 
previous show has been broken and 
re])laced with that of The Secret 
Storm. ^fiss i\fonty, with the 
a])lomb and certainty of a general 
connnanding a garrison at Kyber 
I'ass, issnes instructions (always 
accompanied with "jjlease" and 
"thank yon") from the daikenetl 
control room. Her c.onnuands go 
into the headphones of cameramen, 
floor manager, boom man, etc. l^lie 
important birsiness of blocking on 
camera (oniimies until ]).m. 
when there is a live-minute break 
followeil by dress rehearsal. 

Overall excellence. At •! p.m. a 

flashing red light in front of .Studio 
51 signals that The Secret Storm is 
on the air live. And again, the vast 
daytime audience, from coast to 
coast, sits entrant ed. 

.\ network executive stee])ed in 
the folkloie of flaytinie serial asked 
this (piestion: "What motivates 



such inordinate loyalty to a ])i<)- 
gi ani like Tlie Secret Stor)n? Marya 
-Mannes, a discerning critic writing 
in The He jiorte r snmmal it up suc- 
cinctly when she said: "1 was held 
. . . by the over-all excellence ol the 
acting, the ingenuity ol the plot- 
ting, and a casting little short of in- 
s|)iied: the jterfoiniers had become 
the ])eople." 

When 1:30 p.m. rolls .iroimd, 
-Miss Moiuy sings out over the 
intercom, "hit the lilm" and "laj) 
the c redits." 

Ordinarily, when a job is clone, 
workers innnediately ])ack their 
kits and make their way into siib- 
w:iys and busses. Not so with the 
performers in The Secret Storm. 
/\lter a 15-minine break, ilie cast of 
tomorrow's episode sits clown in a 
drafty rehearsal hall to read 
through the upcoming e|nsocle. It 
is indeed a "new day" starting at 
■1:15 ]).ni., a chiy that ultimately 
ends at 6.15. 

In doing daytime television seri- 
als one should avoid condescens- 
ion, Francisco told .si'onsor. Re- 
member, he said, "we have to take 
more c:are in keeping the jjeople 
and situations real becairse they 
exist on a day-by-clay basis." 

"In nighttime television, most of 
the heroes are people who travel 
and therefore can move from new 
adventure to new adventure," he 
continued. "Or, they are people 
whose OCX u])ations bring them a 
new situation and a new set of 
characters each week. Becairse in 
nighttime progranrs you are only 
seeing them once a week and be- 
cause, in almost every rase, the 
siory is more important than the 
characters, you don't have to deal 
with character backgroimd or mo- 
tivation in the detail that the daily 
viewer expects ancl should be 
given." 

The consensirs is that the day- 
time tele\ ision serial is here to stay 
ancl that it has indeed "made a 
Irontal assault on .Mrs. America's 
imagination." Bin, above all, the 
daytime serial has jjroven one of 
the advertiser's most effective means 
of reaching his best customers, ac- 
cording to both ^Vinsor and CBS 
T\' executives. 

The next move they ])redict, 
will be the evening hour serial 
clone with the same rare adult skill. 
Ancl sponsored, naturally. ^ 
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"SELLER'S 
VIEWPOINT 



I 



By Jay Hoffer 
station manager 
KRAK, Sacramento, Cal. 



Overcoming the country western stigma 



After iiiulcigoing sevcrnl diircrent 
progritin fornuits, we decided 
;it KRAK to embark upon country 
western radio. Our research dem- 
onstrated (jiiite conclnsively that 
our coverage area encompassed 
|jeople whose roots were in areas 
that had nurtured (onntry western 
music. We reasoned that these 
people were listening to otlier 
forms of radio to satiate a basic 
need. The closest kin (Oidd be 
foinid in the rock 'n' roll stations, 
two of which are serving the mar- 
ket. The market also sustains a 
"good music" station, a news sta- 
tion and a network operation with 
a |X)tpoiirri of programing fare. 

Other markets of comparable 
size with a country western station 
were studied and carefully ana- 
lyzed. There was a profit picture 
that was enviable indeed and most 
alluring when coupled with the 
population composition of our 
market. 

The other side of the coin was 
equally visible to us. This was the 
negative, conjured-up stereotypes. 
"The Okies and the Arkies have 
no buying power." "1 hey are the 
lowest in the social strata." "No- 
body really listens to that kind of 
music." 

Well, wc weighed the pros and 



the (ons and then we took the 
plunge. W'c knew that we had a 
real job cut out for ourselves, but 
the educative process is part and 
parcel of advertising and we de- 
veloped our presentations to those 
pid)hc groups with whom wc are 
( oiuerned. 

For advertising agencies and cli- 
ents, we put together a formidable 
raisoii d'etre. Our basic sales pres- 
entation points out the fact that 
40% of all the records pinchased 
in the United States are in the 
comury western field. It then logi- 
cally follows that these purchasers 
will turn to the same fare when 
searching the radio dial. 

It is known that 58^,', of the to- 
tal spendable income is in the 
hands of blue collar workers. The 
truck driver earns more than the 
bank clerk. The brick mason earns 
more than the office manager. The 
carpenter earns more than the ac- 
coimting clerk. 

And these listeners arc a loyal 
breed. They will mention the fact 
to the client that they heard his 
message over a radio station and 
are in his place of business as a 
direct result of that commercial 
message. Psychologists interpret 
this as a simple means of express- 
ing gratitude for playing "their 



kind of n)usic." .Success stories al 
wa\s round out a total jiresc-nta- 
t ion. 

I''c)i" the listeners that we are tid- 
ing to attract and niainiani, wc 
have expended as nnich ingcuuMN 
as we could nnistcr. W'e iiirc-d disk 
jockics who are known in ihc field 
in order to insure the calil)cr of 
ihc- "genniiu- product." Charlatans 
are casih' cliscovei'cci and wc conic! 
not risk this nu'siake. 

Then there were, and are, a host 
ol pronioiions. In our first few 
weeks of ilie new programing, we 
broadcast annoniicements by the 
TfOvernors ol Texas, Missouri, and 
Indiana sahuing our change to this 
form of radio and expressing their 
pleasure that former residents of 
their respective states were now in- 
siuecl music of "home." 

The World Scries was in prog- 
ress during our initial clays. We 
placed an annoiuuement on the 
air saying that we clicl not believe 
that everyone was pre-occupied 
with the series. Wc received hun- 
dreds of cards and letters dainn'ng 
that they were loyal to us. 

.\nother idea was to ascertain 
how wide an audience reception 
we had with our r)0,()()0 watts on a 
dear-channel frec]uency. We an- 
noiniced a prize for the entry that 
came from the point farthest from 
Sacramento. 'I he winner bore the 
retiun address Steam Ship [ava 
Mail A.l'.O. Calcutta, India. Over 
a luuidred pieces were received 
from all over .Vlaska. 

We rim drawing coiuests, ninu- 
ber-gucssing contests, slogan con- 
tents, et al. We're a fim station 
and a human voice for our listen- 
ers. 

Closely allied to reaching the 
public through the airwaves is the 
reach that one can attain through 
the vehicle of personal appear- 
ances. Our personalities are eiuer- 
tainers and speakers. This is rap- 
port that is immeasurable, \et in- 
\aluable. 

We are proud to be programing 
comury western music and we pidj- 
licize our product through every 
mediimi available. Oiu pride is 
communicative and our selling 
message convincing. We can hold 
our heads high because we are pro- 
viding a genuine service for which 
there has been a need for many 
years in our area, ^ 




Jay Hoffer, for the past three years 
station manager of KRAK, spent 
the previous five years in Xew 
York, xi'here he icas in charge of 
national advertising for ABC TV. 
Previously he had headed promo- 
tion at WJAR-AM -rr, Provi- 
dence, and sales promotion at 
IVECC-AM-ri', Bridgeport. He is 
a graduate of AVic York Uiiiversity 
and took his M.A. degree at 
Columbia. 
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'SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



\Vliceling .Sceol li;is iiuliided radio in its ad pictiiie for the first tiiiit 
ill buying five-weok sdietliilcs of minute spots, six per week, to sell its 
roofing and siding prochuts. IJnyer Frank W'rnon at Cunningham &: 
Walsh conreniraied on farm jirograming in plating (ani|)aign which 
starts todav 18 March. 



.S.<:\V Fine Foods \\ ill introduce two new brands of colFee hi New York, 
Clliicago, St. Louis, and along the entue \Vest Coast as fast as distribution 
of the product |)erniits. Footc, Clone X; Beldhig (San Francisco) wliicli 
recently took over the account, now pnrchashig tv spots for the drive. 

SPOT TV BUYS 

Hills P»ros. Cloffee cani|>aign due to start 1.5 April for a three-week run, 
being bought by r>ill (Iraliani at N'. \V. Ayvr (Philadelphia). Buyer 
seeking fringe niitnites. |)rinie cliaiii breaks, and daytime minutes. 
Avon Produ(ts, cmrently running in more than 180 markets, will be 
renewing in most tlirougli 1 June. Ruyer Lee Petry at Monroe Drelier 
interesteil in minutes and some 20s. with Wf)men viewers in mind. 
Liggett Myers now buying a schedule for its L&M cigarettes to start 
1 April for a 13-\\'eek run. |. Walter Thompson buyer Carrie Senatore 
looking for minutes anil chain breaks for the multi-market buy. 
Air \Vick buy now inider wav at D(3SS:S for a 15-week campaign to start 
1 April. liu\er Marv Glasser looking for fringe and |)rime minutes in 
many markets, with women viewers in mind. 

General Foods will launcli a 2r)-week campaign for Kool-Aid to start 
1 April. F<K)te. Cone &: ]>elding (Xew York) buyer I»ob Stone looking 
for kid's minutes in about 50 markets. 

General Foods will start a (ampaign for Gaines Meal (tlog fof)tl) 8 .\pril 
to run four weeks. Gary Lane, buyer at Renton X: l»owles (Xtnv York), 
interested in |)rime evening and fringe minutes as well as tlaytinie 
minutes, in close to 100 markets. Appeal will be to women viewers. 

SPOT RADIO BUYS 

Cream of \Vheat campaign through bu\er Don Kelly at Tetl liates will 
run 18 Mardi through 31 May. Plan, calling for morning 30s, involves 
a large number of markets. 

Langendorf Bread is buying 13-week flights for tlie next year in virtually 
all West Coast markets. Xanty Cuniniings of \'oung X: Rubicam is the 
buyer. 

McCormitk Tea, Scliillings Spice Division, planning 52-wcek exposure 
for several of its products in many western states including the entire 
west coast. Joan .Kiulerson of Cappel. Pcra &; ReitI (Orimla, Calif.) is 
ilic buyer. 

Matson Navigation will include a campaign in the 1903 butlget. Buy 
will be made soon by Dancer-Fitzgerald-Saniple (San Francisco). 
Pacific Telephone will use all California markets for campaign being 
bought by BliDO's (San Francisco) Duncan Galbreath. 
Mary Ellen Jams Jellies, and Mothers Cakes Cookies, are buying 
schedides in Los Angeles. San Diego, and Sacramento through Guild, 
liascom R: Bonfigli's Kathie DeHaven. 
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YOU CAN'T COVER 




T/je Indianapolis 
market, we meanJ 



r • 



This provocative headline is more than a facetious approach to 
a marketing problem. If you presently have distribution in and 
are exerting advertising pressure on the Indianapolis market, 
then consideration of the Terre Haute market is of vital impor- 
tance to your sales success. 



HERE'S WHY: 

1. Terre Haute is closely linked to Indianap- 
olis for its distribution. 

2. Two of the Leading Supermarket Chains 

in the Terre Haute-lndianapolis coverage 
area credit the WTHI-TV area with more 
than one fourth of their total area sales. 

3. Indianapolis Television, even when ex- 
tensively used, misses 80% of the Terre 
Haute metro area. 



4. Combining WTHI-TV with any Indianapolis 
television develops sizeable, additional 
penetration without additional cost. 

5. The combination of WTHI-TV with an 
Indianapolis effort reduces excessive du- 
plication, substituting new potential cus- 
tomers. 

6. The Terre Haute-lndianapolis media ap- 
proach does not reduce the level of impact 
in metro Indianapolis. 



Tfiese facts were revealed tfirougfi a series of special studies conducted 
by ARB. These are presented in detail and are available 
through your Edward Retry Man. 





CHANNEL 10 
TERRE HAUTE, 
INDIANA 

•AN AFflLIATE OF 
WTHI AM & FM 




WTHI-TV 
delivers more homes 
per average quarter 
hour than any 
Indiana station* 
(November 1962 ARB) 

'except Indianapolis 



FOR THE BEST BUYS 
IN PITTSBURGH 
STICK WITH 




CHANNEL 11 

PITTSBURGH 



Represented nationally by Blair-TV 



